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A Canadian lassie quoted an Ap- 
VERTISING AGE editorial on “Women 
in Advertising” in running a blind 
ad for a job. This seems to indicate | 
that editorial writers may have 
some useful function, after all. 

-— 


Midget furniture to fit the eco- 
nomical defense homes doesn’t seem 
to be particularly popular, trade 
reports show, but this doesn’t mean | 
that boys and girls no longer want} 
to play house. | 


7, Vv F 


Shooting a man from a cannon 
used to be the last word in circus 
thrills. To make it still more sen- 
sational, they’ve now followed ac- 
cepted advertising technique by 
shooting two men from a cannon. 
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Candy manufacturers are de- 
termined that they be recognized as 


a food industry. All they have to 


PACKARD PRODUCTION ON THE MARCH 


This miniature battlefield is one of several production scoreboards being used in 


Packard Motor Car Co.'s “Work to Win’ 


‘ shop program. The ‘armies’ stand for 


plant divisions and move forward according to weekly war output of each group. 


Auto Industry's 
Admen Boost War 


‘Parade’ Spawns 
New 5-Cent Weekly 


, : ; i bd e wave . 
aw pont out tat wre Production Drives — Picture Magazine 


sweet tooth. 
. F & 


With sugar rationed and coffee on 
the conservation list, maybe the 
hated demi-tasse will ultimately 
have to be recognized as a wartime 
substitute for the real thing. 


= - 


Manufacturers used to lie awake | 
nights worrying about dealer turn- 
over, but they can now devote their 
energies exclusively to worrying 
about dealer turn-un‘er. 

ve 


Hammond organs will be adver- 
tised for the duration on a sustain- 
ing basis, an announcement which 
media reported had all of the char- 
acteristics of perfect harmony. 

v , 


Gladys the beautiful receptionist 
says poor Father Coughlin has prob- 
ably decided by this time that Social 
Justice was really a social error. 

v v v 

The rumored book paper short- 
age, stimulated by the waste paper 
conservation drive, has turned out 
to be primarily a shortage of book 
paper customers. 


v - 
The spring meeting of the ANA 
held so quietly at Rye last 
week-end that it is reported even 
the microphones were cut down to 
half size. 


wa 
Was 


v v v 
The Four A’s is planning to have 
i spring meeting without benefit of 
guests or publicity, probably figur- 
ng there’s no use running the risk 
t having Leon Henderson drop in 
nh them again. 
vv, 
Early on the afternoon of May 2 


the New York Giants shut out the 
Chicago Cubs 1-0, and in spite of 


Mat only a few alert horse players 
t Churchill Downs cashed winning 
ticket 


on the Kentucky Derby. 
v v v 
One important way to win the 
War by increasing dairy production 


Sto say something which will make 
those contented Wisconsin cows just 
‘ bit discontented. 
v v v 

The list companies are no longer 
Plan: ng to maintain statistics on 
the listribution of automobile 
fegistrations. Maybe they should 
‘art plotting the movement of 
%leycle tires and horse shoes. 


Copy Cus. 


Packard and Oldsmobile 
Adopt Comprehensive 
Promotion Plans 


By H. E. GRONSETH 


Detroit, May 7.—The switch to 
100 per cent war production by the 
nation’s automobile companies has 
not eliminated the need for adver- 
tising departments, it was evident 
here this week, as promotional effort 
previously applied to the marketing 


(of cars turned increasingly toward 


speeding the war output. 

Management-labor committees, 
engaged in carrying out the Donald 
Nelson shop program, are leaning 
heavily on company advertising de- 
partments and their agencies. The 
creative talent and “know-how” of 
their staffs are being called upon to 
produce the profusion of slogans, 
posters, banners, awards, literature 
and other promotional publicity 
which forms an important part of 
the various shop plans. 

Some idea of the scope of the 
work is indicated by the “Work to 


Win” program just launched by 
Packard Motor Car Company to 
accelerate its production and the 


“Keep ’em Firing” campaign of the 
Oldsmobile Division of General 
Motors Corporation. 

The Packard drive 
three main divisions of 


comprises 
activity: 


| promotional publicity to shop work- 


ers including voluntary “best ef- 
fort” pledge card and pledge pin; 
recognition awards for outstanding 
production achievements and sug- 
gestions; and a school for training 
unskilled workers and for “upgrad- 
ing” others. Purpose of each activ- 
ity is to stimulate productivity of 
shop workers by increasing their 
interest and pride in their jobs. 
For “Soldiers” of Production 
From the employe’s standpoint, 
the program starts with his volun- 


tary signature on a simple pledge 
(Continued on Page 30) 
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1 
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| lieutenant, junior grade. 


Marshall Field's 
Supplement Is Basis 
of Newest Venture 


New York, May 7.—Executives of 
Marshall Field’s Parade, Sunday 


|supplement, this week climaxed ten 


months of testing editorial, adver- 
tising, and promotional techniques 
by announcing publication of a 
five-cent general picture magazine, 
Parade’s Weekly. 

Similar in format, size, and edi- 
torial policy to the newspaper sup- 
plement, the new weekly will be 
distributed by American News 
Company nationally, except in the 
14 markets now served by Parade. 


First issue, on newsstands Tues- 
day, May 19 and dated Saturday, 
May 23, will be printed in roto- 


gravure on a heavy stock, with an 
80-pound cover. Circulated in the 
United States but not in Canada, it 
is the only general picture weekly 
currently sold at five cents weekly, 
or $2 yearly by subscription. 
Initially Parade’s Weekly will be 
offered to advertisers as a _ free 
(Continued on Page 33) 


Prospects Bright for New 
U. S. Radio Legislation 


Will Hit Premiums, 
Industry Is Told 


Premium Association 
ls Confident; Sees No 
_ Threat in Ceilings 


Chicago, May 6. 
makers and distributors attending 


mium Advertising Association of 
America were reassured here yester- 
day that “there is no effort in the 


out the premium industry as such,” 
i'by Charles Wesley Dunn, general 
|counsel for the association. Mr. 
Dunn, who also represents the As- 
|sociated Grocery Manufacturers of 
| America, and the American Phar- 
/maceutical Association, warned 
| however, that “the only thing we 
/must watch out for in the future is 
‘to avoid being crippled by legisla- 
|tion or other governmental action 
| instigated by opposition to the pre- 
rium industry.” 

Identity of the opposit'on was not 
'made clear, although Mr. 
made several references to “depart- 
ment stores and others” who do not 
use premiums and oppose their use. 
Speaking on “Premium Advertising 
in the War,” he emphasized that no 
restrictions have been placed on 
premiums per se, although the in- 
dustry has been curtailed severely 
by WPB orders affecting metals. 
WPB, he said, is not concerned with 
“broad economic or reforms 
of business,” nor trade prac- 
tices. 

He emphasized that the industry 
must be prepared to take even more 
drastic restrictions regarding the 
materials WPB considers critical, 
but he said that in the next few 
months the industry should be able 

(Continued on Page 32) 


social 
with 


Last Minute News Flashes 
“Eat Salads for Health” Is Heinz June Theme 


Pittsburgh, May 8. H. J. Heinz 


on vinegar, salad dressing, mustard, 


ings” during June with an “eat 


salads for 


Company will place major emphasis 
chili sauce, ketchup, and other “fix- 
health” promotion utilizing 


24-sheets as a spearhead and backed up by full-color advertisements in 
American Home, Better Homes and Gardens, Good Housekeeping, Ladies’ 


Home Journal, McCall's, 


ind Woman’s Home Companion, plu 


the cente1 


spread in the June 6 Saturday Evening Post. 


Cresta Blanca Wine Begins First National Drive 


New York, May 8.— Cresta 


Blanca 


Wine Company, Livermore, Cal., 


launched its first national campaign in over 50 years this week with two- 
color copy in The New Yorker and Time and black-and-white space in 


Esquire. Control of Cresta Blanca w 


poration about two years ago. 
through William Weintraub & Co. 


as acquired by Schenley Import Cor- 
Insertions 


will appear twice monthly 


McGraw-Hill Hails Industrial Press 


New York, May 8. 


McGraw - Hill Publishing Company took a full 


page today in the Chicago Daily News, Cleveland Plain Dealer, Detroit 


| Free Press, New York Times and Washington Post to cite the importance 
of the industrial press in speeding war production. 


The copy is the first 


of a drive which will appear in additional newspapers. 


Edward Lasker Given Commission in Navy 


New York, May 8.- 


Edward Lasker, 


former first vice-president and 


general manager of Lord and Thomas, has resigned his civilian post as 
special assistant to the Secretary of the Navy and has been commissioned 


He remains on the Secretary’s staff. 


Mayham Named Toilet Goods Executive Head 


New York, May 8. 


S. L. Mayham has been named executive secretary 


of the Toilet Goods Association, succeeding the late Charles S. Welch. He 
has been director of the association’s bureau of standards for three years. 


Premium users, | 


the annual convention of the Pre- | 


national government today to wipe | 


Dunn | 


_ Chains' Spokesmen 


No Government Ban 


Rip FCC; Amass 


Damning Evidence 


By A. P. MILLS 


Washington, D. C., May 7.—Pros- 
j}pects for new radio legislation 
) turned sharply upward this week 
as high network officials took the 
| Witness stand before the House in- 
terstate commerce committee to 
pile up damning evidence against 
the Federal Communications Com- 
mission’s recent actions. . 

After hearing the networks’ 
story, Chairman Clarence F. Lea 
| declared that Congress should “clear 
}up” present uncertainty over FCC’s 
authority. He said he was convinced 
by network testimony that a _ re- 
definition of the agency's powers 
would be beneficial to both FCC and 
the radio industry. 

After five sessions in three days, 
hearings were adjourned late today 
until May 19 to accommodate broad- 
casters attending the convention of 
the National Association of Broad- 


| 
| 


casters. Still to be heard are 
spokesmen for the Newspaper- 
Radio Committee, Mutual Broad- 


casting System and FCC. 


Burns Is Star Witness 


Judging by the time spent on the 


stand and the questions posed by 
committee members, the week’s 
star witness was John J. Burns, 
counsel for the Columbia Broad- 


casting System. Others were Neville 
Miller, NAB president, who com- 
pleted the testimony begun at an 
earlier appearance; William _ S. 
Paley, CBS president; Dr. Frank N. 
Stanton, CBS research director; 
Elmer Davis, CBS news analyst; 
Frank E. Mullen, vice-president of 
the National Broadcasting 
pany; and John T. Cahill, 
counsel. 

Committee members showed lit- 
tle knowledge of the broadcasting 
industry or FCC’s activities, with 
the result that hearings touched 
upon numerous past events. Chief 
attention was focussed on the FCC 
monopoly order, which is now more 
than a year old and not yet in 
effect. 

Chiefly as the result of questions 
addressed to Judge Burns, the ques- 
tion of option clauses in staticen- 
network contracts was thoroughly 
explored. Committee members 
seemed to agree with Judge Burns 
that the FCC order calling for 
“non-exclusive” options is a con- 
tradiction of and that an 
option be exclusive or 


Com- 


NBC 


terms, 
must either 
not be an option. 


Two-Fisted Attack 


Judge Burns cut loose a _ full- 
fledged attack on FCC’s regulatory 
blitzkreig, in contrast to some ear- 
lier witnesses who had handled the 
subject more gingerly. He charged 
that FCC found “imaginary evils 
and invoked authority never grant- 
ed by Congress to correct them.” 

Through Mr. Paley and Judge 
Burns, CBS renewed its suggestion 
first made before a Senate commit- 
tee last fall when the White resolu- 
tion was under consideration that 
networks be licensed. When com- 
mittee members expressed amaze- 
ment that CBS would voluntarily 
seek to be licensed, it was explained 
that with proper safeguards such 
a system would be preferable to 
that now in force whereby FCC 
rules networks by “indirection” 
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through their affiliates. The pres- 
ent law gives FCC no jurisdiction 
over chains. 

NBC spokesmen, on the other 
hand, saw more evils than advan- 
tages in being licensed, and con- 
tented themselves with endorsing in 
principle the legislative changes 
asked by NAB and the Federal 
Communications Bar Association. 


Asks “Freedom of Radio” 


CBS went further in its recom- 
mendations on radio law, asking 
that radio be granted the same free- | 
dom as the time-honored freedom 
of the press guaranteed by the 
Constitution. At the very least, CBS 
asked that radio law be modernized 
to recognize the role of networks as 
a dominant factor in broadcasting. | 
Judge Burns said networks wanted | 
to be “legitimized.” 

Newspaper ownership was an-| 
other question probed. Judge Burns | 
said that if current court cases re- 
sult in the controversial monopoly 
regulations being upheld, FCC can 
prohibit press participation in radio 
by issuance of an order. “If this 
type of regulation is upheld,” he 
said, “Fly won’t have to come to 
Congress. He will have all of the 
authority he needs.” 

Judge Burns traced the history of 
the monopoly order, and _ cited 


names and dates to prove that only 


one member of the four-man com- 
mittee which conducted the inves- 
tigation was an FCC member when 
the order was issued. Another 
member of this sub-group, Fred- 
erick I. Thompson, heard hearings 
for five of the 73 days and voted 
for adoption of the report. His term 
has since expired and he was not 
reappointed. 


Admit FCC Rights 


CBS argued that the law makes 
FCC a licensing agency, not a regu- 
latory body comparable to the Se- 
curities and Exchange Commission. 
The network did not dispute FCC's 
right to make investigations on any 
subject, but held that the commis- 
sion should be required to report to 
Congress and seek additional legis- 
lation when necessary. The Sanders 
bill now before the committee pro- 
vides for such reports. 

NBC drew upon its background 
of showmanship to give the com- 
mittee a novel pictorial presenta- 
tion. While Mr. Mullen was on the 
stand, the committee room was 
darkened and a series of colored 
slides shown to outline the present 
structure of radio and NBC’s part 
in it. 

The pictures demonstrated the 
war contributions NBC is making, 
explained how advertising revenue 
makes possible the underwriting of 


sustaining programs and shortwave | 
operations, and the diversity of | 
ownership of the nation’s stations. | 


Reorganization of 


“Life” Tests 15c Price NAB live Topic 


in Four Cities | 

Life has been testing a 15-cent} 
price in Pensacola, Fla., Watertown, 
N. Y., Williamsport, Pa. and Ya-| 
kima, Wash., for its four issues 


tion manager, the experiment does 


tion of increasing Life’s newsstand 
price in the near future, but is 
merely an effort to anticipate cir- 
culation effect should the move be- 
come necessary. No reports on the 
four-city test have been made as 
yet. 


“Parents’ “ Holds Exhibit 


Parents’ Magazine’s 36th exhibi- 
tion of the work of American camera 
artists, featuring camera studies of 
children, will be held in its gallery 
at 52 Vanderbilt avenue, New York, 
from May 11 to June 5. 


Hopkins Adds Account 


N. W. Hopkins, who recently be- 
came news editor of Station WJBK, 
Detroit, after several years as head 
of Chevrolet publicity for Camp- 
bell- Ewald Company, has taken 
| over the Continental Motors public- 
| ity account. 


ONE OF A SERIES PRESENTING THE MEN AND WOMEN WHO MAKE SONOVOX SERVICE| 


Born in Kansas City... 
Majored in English 
literature and drama at 
Swarthmore and Carne- 
gie Tech, from which 
latter she graduated, 
“gripping the Otto Kahn 
Prize for Acting.” Played 
stock in various cities, 
including a year with 
Los Angeles Civic Keper- 
tory Company. From 
there went into radio 
acting and writing. Un- 
der-studied for Pauline 
Frederick, played in Eno 
Crime Club, Death Val- 
ley Days, Judy & Jane, 
Betty & Bob, ete. Joined 
Sonovox early in 1941 
now Chief Articulator in 
New York. 


Introducing SALLY FRANKLIN— 


Sonovox Articulator! 


Whenever you hear Sonovex on any net- 
work show or spot-announcement re- 
cording that originated in New York, 
you're hearing the work e 


Franklin, or of anothe 
whom Sally trained. 
Franklin was (and still 


First Lady in “Bagdad on 


and we think as much of her work as 


she does of Sonovox! 


words, “I like to articulate 
strictly a bathroom soprano, and Sono- 


vox lets me borrow 


Also because, after a long 


I am convinced that Sonovox is one of 
the most significant things that ever 
happened in the field of sound.” 


Well spoken, lass 


CHICAGO 


ae 


CHICAGO: iho \. Maheedw 


Franklin G47 Plaza 5-414) 


Because 


Quoting her own 


dozens of voices. 


NEW YORK: 55° Part Ave 


ither of Sally 
r articulator 
Sally 


is) our own 


surprise and 


the Subway.” 


because | am 


time in radio. 


pened in the 


some of the today! 


“Talking and Singing Sound” 
.... NEW YORK . 


FREE & PETERS, INC., Exclusive National Representatives 


HOLLYWOOD: 56:2 N\. Gordon 
Gladstone 3949 


SAN FRANCISCO: ||: Switer 


Sutter 4454 


being achieved. 


Sonovox-adve 


smartest men in radio agree with you. 
Hardly a day goes by but what some 


Sonovox user writes us a new letter of 


amazement at the results 


Fan mail —even from 


one-minute spots—keeps pouring in. 
Kids and adults all over America are 
gleefully trying to imitate the Sonovox 


effects they hear on the radio. Sales of 


rtised products are jump- 


ing phenomenally! 


Yes, Sonovox is certainly “one of the 


most significant things that ever hap- 


field of sound.” Ii any of 


you agencies or advertisers don’t already 


have all the facts. drop us a_ line 


2 WRIGHT-SONOVOX, INC. 


.. . HOLLYWOOD 


ATLANTA: 522 Palmer Bldg 
Main $667 


dated April 13, 20, 27 and May 4. | 
According to F. D. Pratt, circula-| 


not necessarily indicate contempla- | 


for Radio Meeting 


Broadcasters Ready 
for Industry's First 
Wartime Conclave 


| 
| 


lof the radio world turned toward 


Cleveland this week as preparations 
were completed for the first war- 
time convention ever held by the 
|National Association of Broadcast- 
/ers. A four-day program crammed 
|with discussions of war problems 
| will get under way Monday and 
| last through May 14. Attendance is 
expected to pass the 1,000 mark, 
comparing favorably with past 
| years. 

Washington will be liberally rep- 
|resented among the featured speak- 
‘ers at the 20th annual NAB meet- 
ing. The Army, Navy, Selective 
| Service System, Office of Facts and 
| Figures, Office of Defense Health 
and Welfare Services, Office of 
| Censorship, and Office of Price Ad- 
‘ministration will all be represented. 
Despite the war flavor, perennial 
|problems and controversies within 
ithe industry will be given a full 
airing. Most controversial of these 

is the movement for a broad-scale 

reorganization of NAB itself, an is- 

sue which has been simmering for 
many months. What will happen 
, when the problem reaches the con- 

vention floor late Wednesday after- 
|/noon is anybody’s guess, but fire- 
| works seem assured. 


Many Proposals Made 


| Reorganization proposals include 
|}one fathered by John Shepard III, 
president of the Yankee Network 
|}and chairman of the Broadcasters’ 
| Victory Council, calling for the ex- 
‘clusion of networks from active 
|NAB membership. The NAB board 
|itself, however, advocates that full 
active membership be opened to 
| networks. 
| A reorganization committee ap- 
| pointed recently by NAB directors 
and headed by Don S. Elias, Sta- 
| tion WWNC, Asheville, N. C., will 


make its report to the newly-elected | 


board when it holds its first meet- 
ing on the final day of the conven- 
| tion. 

| The convention will get under 
way a day ahead of schedule for 


many broadcasters, various commit- | 


tee meetings having been planned 
for Sunday. Byron Price, Director 
of Censorship, will be the speaker 
at the opening session 
morning, leading off an “informa- 
tional clinic” which will feature 
radio censor J. Harold Ryan, Army 
public relations chief Maj. Gen. A. 
|D. Surles, his naval counterpart, 
Rear Admiral A. J. Hepburn, and a 
| British officer, Maj. Gen. F. G. 
Beaumont-Nesbitt. 


Gripes to Be Aired 


The Monday luncheon will head- 
line Archibald MacLeish, OFF di-| 


rector. The afternoon session will 
be devoted to the perennial depart- 
ment store problem, with a panel of 


retailers discussing radio as a pro- | 
Meet- | 
ings of the NAB war committee and | 


motion medium for stores. 


a clinic on labor problems are 
scheduled in the evening. 

One of the highlights of the en- 
tire convention is slated to come 
off at breakfast Tuesday. The NAB 
sales managers division invited the 
Radio Executive Club of New York 
to air its gripes, and a group of 
agency time buyers will do just that 


with a dramatic presentation tagged | 


, “What Burns Us Up.” 

A censorship clinic is also on the 
Tuesday morning agenda, plus a 
session featuring four OFF lumi- 
naries, three of them broadcasters 
|called into federal service. Assis- 
tant Director William B. Lewis, 


_ Douglas Meservey, Seymour Mor- | 


ris and Philip Wylie will partici- 
pate. 

Still another group Tuesday 
morning will hear Brig. Gen. Lewis 


Washington, D. C., May 7.—Eyes | 


Monday | 


SANDBAG SPECIAL 


| 


LONDON 
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Borrowing London housewives’ idea, 
Centennial Flouring Mills Co., Seattle, 
used this 960-line newspaper copy to 
offer its flour in a double sack—the outer 
sack to be used for an air raid sand bag, 
Civilian defense directions are included, 


B. Hershey, draft boss, and Joel 
Dean, in charge of fuel rationing 
for OPA. Humphrey Mitchell, Ca- 
nadian Minister of Labor, will be 
the luncheon speaker. Sessions on 
music and wartime advertising will 
fill the afternoon. Gene Flack, of 
Loose-Wiles Biscuit Company, will 
unveil his famed foghorn voice at 
the latter gathering. 


Business Session Wednesday 


| Breakfast sessions Wednesday 
‘will encompass labor, spot radio 
and foreign language broadcasting. 
| At a mid-morning meeting, Dr. 
Miller McClintock, executive direc- 
| tor of the Advertising Council, will 
| be among the platform performers. 
At lunch, Federal Security Admin- 
istrator Paul V. McNutt will be the 
/man of the hour. 
| In addition to reorganization de- 
_bate, adoption of resolutions, and 
|election of officers, the closed busi- 
|ness session Wednesday afternoon 
| will hear a discussion of taxation 
by Ellsworth C. Alvord, Washing- 
|ton tax expert. The annual ban- 
quet will be held Wednesday eve- 
ning, with only a directors’ meeting 
and the golf tournament scheduled 
Thursday. All sessions will be at 
| the Hotel Statler. 


Production Suggestions 
Win Awards for Workers 


Young Radiator Company, Racine, 
Wis., is presenting War Savings 
| Bonds and Victory Stamps monthly 
to employes of the organization for 
| meritorious suggestions to speed up 
| the company’s war production. 
Another award of a President's 
| flag is given to the department con- 
tributing the largest number of 
production booster suggestions each 
month. 


NEW HAVEN 
is Fst! 


Thomas Nash, of New Haven, 
who was the father of America® 
clock making, made the first clock 
in New Haven in 1638, with all the 
mechanism made of wood, a thirty- 
hour movement that was wound by 
pulling down on weight cords 
Crudely made, the clocks wer 
splendid timekeepers, and a ‘e¥ 
| models are still in working ordet 
| today. 


The New Haven Register 
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2 . nS a xl 
sith snl z 4 ey SS a) ata 


ings > This sad specialist in the slow-down has 
iw got to shift his strategy. America’s industrial 
abs speed-up for war has made all business 
UN-usual . . . and it’s just the beginning. 
— Advertising is no exception. And ad men 
are faced with some sizable new problems 
that require new yardsticks for copy, budg- 
ets... and media. 

When it comes to sizing up magazines, 


you'll discover Newsweek weighs in as 


p ° S « First quarter figures from P I B show Newsweek has 
moved up two more notches. We're now in 9th place among all 
general magazines, advanced from 11th last year 


a serious contender for top honors today. 

Reader interest? Newsweek gets avid, 
cover-to-cover scrutiny because it deals 
with the most important subject in the 
world —— News. 

Audience? Newsweek’s half-million fami- 
lies are intelligent, thinking Americans - - an 
undiluted, concentrated audience such as no 


other news magazine offers; an audience with 


the intelligence to appreciate the efforts of 


25th in 1938. 


: BUSINESS AS |\())\\{-USUAL 


industry working at forced-draft for victory. 

Value? Newsweek offers more readers per 
dollar in business, industry, and government, 
than any other magazine -- the people who 
set the pace in today’s world, and tomorrow’s. 

But set up your own standards — see how 
magazines stack up under today’s changed 


conditions ... and you'll see why Newsweek 


is now in its fourth consecutive year of 


advertising gains. 
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War Advertising 
Wins 0.K., But 
Boasting Is Out 


ANA Spring Session 
Told Results of 


Consumer Survey 


New York, May 7.—The public is 
not averse to war-product advertis- 
ing but does not approve of boast- 
ful copy, according to results of a} 
survey disclosed this week at the 
Association of National Advertis- 
ers’ meeting in Rye, N. Y. The 
nation-wide survey was made for 
the ANA during April and was an 
effort to discover consumers’ reac- 


tions to advertising in wartime and | 
to specific samples of war copy in| 


particular. The ANA spring ses- 
sion was held without benefit of 
publicity, and was closed to all but 
members of the organization. 
Thirty advertisements were s 


e- 
lected to cover a wide range of | 


ADVERTISING AGE 


Returns indicated that the public 
desired advertising in all these clas- 


'sifications, but that whether or not 


it was interested in a_ particular 
piece of copy depended on the ad’s 
presenting a worthwhile message 
in a specific manner. 

Those interviewed, for example, 
did not believe advertising should 
be eliminated in wartime but ex- 
pected copy to tell how they could 
make products now on hand last 
longer. They were interested in 
knowing what plans companies are 
making to take care of post-war 
unemployment and_ strongly re- 
sented copy which “dragged the 
war in by the ears.” The survey 
has not been published but mem- 
bers present were given exact per- 
centage answers to each question. 


Others Give Views 


Other highlights of the meeting 
devoted to the wartime job of ad- 
vertising were case histories of how 
advertising and sales promotion de- 
partments are speeding war pro- 
duction, with talks by L. J. Hannah, 
Wallace Silversmiths; Harrison W. 
Bullard, American Can Company; 


| V. C. Havens, Oldsmobile Division, 


General Motors Sales Corporation; 
and V. E. Vining, Westinghouse 


companies, from those wholly en-| Electric & Mfg. Company. 


gaged in war work to those still | 


Edward Batley, Jr., vice-presi- 


manufacturing consumer products. |dent and research director of Comp- 


‘ton Advertising, discussed the im-| 
pact of war on the basic values of | 
media. He presented a study of 
changes in incomes, interests, and 
reading and listening habits of the 
American public, followed by a de- | 
tailed discussion of each medium in | 
relation to the war economy. 

Other speakers were E. Farrell, | 
A. C. Nielsen Company; Raymond | 
Bill, Sales Management; and Fred- | 
erick L. Schuster, Lehman Corpo-| 
ration. Sessions of the two-day 
meeting were closed to all but ANA 
members. 


Co-ops’ Food Sales 
Rise 114 Per Cent 


Consumers Cooperative Associa- 
ition, grocery wholesaler of North 
Kansas City, has announced that 
sales of foods by the grocery stores 
it services have increased 114 per 
cent in dollar volume during the 
first seven months of the 1942 fiscal 
year, beginning September, 1941. 
The greater portion of the increase 
was attributed not to price rises, | 
but to the co-op grocery expansion 
program in which the CCA has 
urged oil and gas co-ops to make up 
lost volume due to war shortages by 
turning to grocery merchandising. 

Copy headed “Co-ops don’t profi- 
teer’’ is the basis of grocery adver- 
tising now being carried to CCA 
customers. 


| 20,000,000 


MODERN DESIGN 


“STILL SMOKING 
THOSE OLO-FASHIONED 
CIGARETTES, COLONEL? 


| - y 
Ga mee Y, 


Add OFF Slogans 
fo 20 Million 
Regent Packs 


New York, May 6.—More than 
packages of Regent 
cigarets will carry “Help Win the 
War” appeals during the next onmet me, Colenl, for mation 
three months, it was learned here | sndinn a*ehadadakn dake 
this week, as the result of a unique | pv grt shout Regen? tty King 
tie-up between the Riggio Tobacco o cagaretie for your seams = 
Corporation and the Office of Facts Aad Colencl. Gaye's teste seteuiing 
and Figures. Te hoe has 
On a “Help Win the War” ban-| 
ner printed on the reverse side of 
each package will be included one 
of six additional messages, “Buy a 
defense stamp and lick the other 
|side,”’ “America is marching in 
step,” “Put an ounce more effort 
into everything you do,” “Budget 
your time,” “A minute wasted is a 
\gift to the Axis,” “War needs 
|money! Buy defense bonds,” and 
“Loose talk costs lives. DON’T 
| TELL!” 
Idea for using the back of the 
cardboard box holding the king size 
oval Regents for war messages 
|originated with M. H. Hackett, who 


B band plays... 


workmen cheer, and 


KDKA, Westinghouse 
drama of the event, 
Nation's war-effort . . 
tunity to transmit the 


to millions of listeners. So, KDKA was on 


deck to broadcast the 


the award of the All-Navy "E” to the Dravo 


. whistles scream... 
a Navy sub-chaser slides down 
the ways to the narrow Ohio, three hundred miles 
from the sea! What! An ocean-going fighting craft 
. .. built and launched but a rope’s length from teem- 
ing, tumultuous Pittsburgh . . . 315 miles inland from 
its salt-water destination? Precisely! 


in Pittsburgh, was alert to the 


yy 
> 
_ 


wt 
* 


/ 


Corporation, which goes down 
via Pittsburgh! 


Some call it “showmanship”. . 


sense that puts a man and a mike where things hap- 
pen. Westinghouse Stations prefer to think of it as 
. a chance to deliver a plus 
to audience and advertiser alike, whenever and wher- 


alertness, awareness. . 


ever possible. 


Another king size cigaret takes up mili- 
tary illustrations as Riggio Tobacco Corp. 
schedules this copy for its Regent cig- 
arets in national magazines. Pall Mall 
has long used soldiers, generally caught 
in the act of comparing king size cig- 
arets to their stubbier competitors. 


resigned from Lord & Thomas, to 
| open his own agency, M. H. Hack- 
ett, Inc., four years ago. Spending 
1l years servicing American To- 
bacco with Lord & Thomas, Mr. 
Hackett cooperated with Frank 
Riggio, an experienced tobacco 
buyer and son of Vincent Riggio, 
vice-president in charge of sales of 
American, in establishing the Re- 
gent line. 

The king size cigaret caught on 
| rapidly, brought the independent 
| Riggio company into the cigaret 
| market spotlight overnight, and was 
soon picked up by American for 
Pall Mall, which had once sold in 
| the 20 per cent shorter size, and 
by other makers. 

The six messages currently dis- 
played on Regent boxes were writ- 
ten by OFF several months ago, 
can be varied every two or three 
months, and will be brought up to 
date to substitute “war bonds” for 
“defense bonds” as soon as the first 
20 million packages are sold. 


L. J. Hubbard Promoted 


. Lawrence J. Hubbard has been 

dj ° A . 
named assistant director of re- 
search for Crossley Incorporated, 


New York. 


ly, Pix, and Bulletin Index Phot 


to the sea in ships . 


. this reportorial sixth- 


so important to the 
. aware of the oppor- 
thrill of the launching 


ceremonies, including 


WESTINGHOUSE RADIO STATIONS Inc 


KOKA += KYW + WBZ + WBZA + WOWO + WGL 


REPRESENTED NATIONALLY BY NBC SPOT SALES 
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THIS 


ARCHITECTURAL 


OU are looking at the first issue of the 

first magazine in the field of architec- 

ture to turn its back on the traditions, 
forms, customs, habits and viewpoints of a 
dead past... and turn its face, with realism 
and confidence toward the vigorous, exciting 
future. 

You are looking at the first to face the fact 
that any magazine suited to serve the Twenties 
or the Thirties has no vital place in a day 
when every architectural influence—new prod- 
ucts, new uses, new restrictions, new tech- 
niques, social pressures, shifts of population, 
and the fabulous Post-War world which lies 
ahead—all bristle with problems and aims and 
impacts that have no remote connection 


with the past. 


WFENC 


IL POINTS 


WILL 


BE AN 


MILESTONE 


You are looking at The New Pencil Points, 
which with its June issue leads the architects 
of America confidently and militantly into the 
Forward-looking Forties. New in concept, new 
in service, new in format, The New Pencil 
Points is eagerly awaited by all members of 
the architectural profession. 

Pencil Points has long had the largest pro- 
fessional architectural circulation in America. 
The New Pencil Points, appearing June 5 (the 
eve of the Annual Meeting of the American 
Institute of Architects and its affiliated State 
Associations), will have record reader interest. 

Your advertising, too, will have record 
reader interest. 

There is still time. It is an issue not to be 


m | ssed. 


REINHOLD PUBLISHING CORPORATION + 330 WEST 42nd STREET, NEW YORK 


Partial Preview 


of the June Issue: 


Post-war planning and the Post-war Program will 
be one of three all-absorbing subjects discussed by a 
“Round Table” of four of America’s most distin- 
guished architects, of which famed Ralph Walker will 
act as chairman. The three subjects of the “Round 
Table” will be the major topics on the agenda of the 
Annual Meeting of the American Institute of Archi- 
tects and afhliated State Associations, in Detroit, 


June 23-25, 


Rows on rows of houses are not enough to create 
a living community for war workers—the men and 
their families must have schools, stores, churches and 
other facilities for community life. Such is the tenor 
of Talbot Hamlin’s able article, illustrated with 
examples of defense community schools in Ross, Cali- 
fornia, Jericho, Long Island, and the new Machines & 


Metal Trades High School in New York City. 


Pre-fabricated Housing Systems get a graphic and 
comparative treatment in a timely presentation by 
Frank G. Lopez. Also, in June, Don Graf contributes 
more of his Data Sheets on “Blackout.” Also, the first 
of a handsome new collection of renderings reproduced 
by a special process . . . in June, a dramatic study by 
Hugh Ferriss made during his transcontinental trip as 
Brunner Award Winner, to record “The Power of 
American Buildings.” 
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Government Moves 
to Crush State 
Trade Barriers 


Merchandisers Expected 
to Benefit from Legal 
Attacks on Restrictions 


Washington, D. C., — 


May 


Numerous state trade barriers which | 


have hampered merchandisers for 
years may become a war casualty, 
it was indicated today upon con- 
clusion of a _ special federal-state 
conference called by the Depart- 
ment of Commerce to enable a bat- 
tery of government officials to 
plead for the removal of state and 
local restrictions hampering the war 
effort. 

Although no direct action resulted 
from the three-day confab held here 
this week, it was evident many of 
the visiting officials were convinced 
of the need of eliminating a variety 
of legal obstacles. 
legislative action will be necessary. 

Hottest potato served at the meet- 
ing was the request made by M. L. 
Wilson, assistant director in charge 
of nutrition, Office of Defense 
Health and Welfare Services, that 
special taxes on margarine be re- 
pealed. The National Cooperative 
Milk Producers’ Federation imme- 
diately issued an announcement 
blasting this recommendation and 
charging that it disregards a 50- 
year-old policy of Congress. 


Nelson Makes Appeal 


Top-flight federal officials, in- 
cluding War Production Board 
Chairman Donald M. Nelson, cited 
four types of regulations which are 


In most cases, | 


shackling the war program. In- 
cluded are those governing distri- | 
bution of farm products, building 
codes and ordinances which ban the 
use of substitute materials, trans- 
portation barriers of all types, and 
restraints upon the full utilization 
of available labor and services. 

Mr. Nelson said that many of the | 
restrictive regulations were enacted 
for the selfish interest of particular | 
business or labor groups, while| 
‘others were passed to gain a re- | 
gional advantage. He asked: “Which 
|is the more important—winning the 
‘war or preserving these selfish | 
group and regional advantages?” 

He cited a number of examples. 
i\“We have an acute shortage of | 
| paint brush bristles—and we keep | 
running into local ordinances which 
limit the use of spray painting | 
equipment. We want to conserve | 
|the material that is used to make | 
flour sacks—and we can’t simplify | 
sack sizes effectively because of the | 
conflict in state laws governing 
those sizes,” he said. 

“Tin plate is of very great strate- 
gic importance—but just recently 
one state passed a law setting stand- 
ard sizes for baking pans, the effect 
of which was to compel commercial 
bakers to buy a lot of new pans. 
We are trying to substitute com- 
moner materials for stainless steel 
—but state dairy inspectors continue 
'to insist that nothing but stainless 
| steel be used in dairying and food- 
| processing operations where substi- 
| tutes could very properly be made.” 

Among those who voiced appeals 
to the several hundred state and 
‘local representatives attending the 
|conference were Labor Secretary | 
Frances Perkins, Manpower Com- | 
mission Chairman Paul V. McNutt, 
|Defense Transportation Director 
|Joseph B. Eastman, and Secretary 
of Agriculture Claude R. Wickard. | 

The conference carried with it the 
|implied threat that the federal gov- 
ernment may find it necessary to 


|}has appointed the Boston office of 


|overrule state and local regulations 


impeding the war effort, unless | 
such statutes are voluntarily re-| 
moved. 


Lithographers to 
View War Problem 


at Annual Meet | 


Chicago, May 8. — Problems 
which the war has brought to the 
lithographic industry will be given 
a thorough going over at the annual 
convention of the Lithographers 
National Association, to be held at 
the Edgewater Beach Hotel, Chi- 
cago, May 12-15. 

Such problems as the size of the 
wartime market for lithography, 
the outlook for raw materials, labor 
and cost difficulties, etc., will domi- 
nate all discussions of the group. 

The Point-of-Purchase Advertis- 
ing Institute will hold its second 
annual meeting in conjunction with 
the lithographers’ sessions. 


New USO Drive Begins 


A new series of ads will keynote 
the $32,000,000 national drive of the 


United Service Organizations, ap- 
pearing in contributed space in| 
general magazines, beginning this| 
week. Planning the drive under the | 
supervision of Thomas D’Arcy| 
Brophy, president of Kenyon &| 
Eckhardt, were such top copy men 
as J. P. Cunningham, Newell- 
Emmett, and Walter J. Wier, Lord 
& Thomas, co-chairmen; L. E. Mc- 
Givena, president of L. E. McGiv-| 
ena & Co.; Julian Field, Wm. Esty 
& Co.; C. H. Billipp, Arthur Kudner, 
and Edwin Cox, Kenyon & Eck- 
hardt. 


Gets Wine Account 
House of Old Molineaux, Boston, 


Hirshon-Garfield to direct adver-| 
tising for Old Molineaux, Old Ma- 
drid and Three Monks wines. 


... for all 


ASCAP-Licensed Radio Stations 


at no cost to you 


jing 


| port 
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PRICE CONTROL—BY MANUFACTURER AND STORE 
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We're mighty proud... because 


THE OPA PRINCIPLES OF 

PRICE POLICY HAVE BEEN 4 
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Typical of first advertising to follow the government's price freeze are these 


large-space newspaper ads. 


At the left, Regal Shoe Co., Whitman, Mass., re- 


emphasizes its coast-to-coast one-price, one-profit system of merchandising in 
Regal stores. At the right, the Grand, Milwaukee women's ready-to-wear shop, 


endorses the OPA's price principles 
37-year-old merchandising 


and takes occasion to remark that its 
policies are mighty similar. 


Predict U. S. 
Travel Rationing 
Before This Fall 


Washington, D.C., May 7.—Travel 
rationing before fall was predicted 
this week when it was disclosed 
that the Office of Defense Trans- 


portation is drafting a plan for end- | 


ing travel-as-usual. Train, bus and 
plane lines would all be included, 
with gasoline rationing automatic- 
ally limiting automobile travel. 
Rationing plans are now in the 
preliminary stage. Officials 


impressed with the need for cur- 


|tailment when more than 300 rail- 


road cars were employed to trans- 
racing fans to the Kentucky 
Derby at Louisville last week. 

(Various state and sectional travel 
bureaus, acting on a previous gov- 
ernment expression in favor of va- 
cations this summer, have mapped 
ambitious advertising campaigns to 
draw their share of the 1942 trade. 
Earlier reports of several of these 
campaigns are on Page 26.) 

It is expected that at the outset 
a system of priorities will be es- 
tablished, by which those traveling 
on war business will get first call 
on available accommodations. Offi- 
cials fear that such an arrangement 
would not go far enough, and it is 
likely that after a brief trial full- 
scale rationing will be instituted. 

Current thinking calls for the 
carriers themselves to issue travel 
permits, rather than using 
boards already existing. 
Would-be travelers would have to 


were | 


ration- | 


S an added service to your advertisers 
A and a source of additional music 
profits to your station, ASCAP an- 
nounces the creation of a Radio Program 
Service. For more than a year, now, 
ASCAP has studied successful methods 
of merchandising with music. Today, 
we are able to offer, without cost to you, 
an expertly written, carefully tested se- 
ries of weekly half-hour programs. 

They are adapted for either live or 
recorded music, quickly available from 
your own library. No mention of the 
Society is included and no songs 
“plugged.” 

Three different series have been pre- 
pared to prevent duplication. 


Special seasonal and holiday scripts keep 
these programs timely and effective. 

Simple and inexpensive in production, 
adaptable for either a single advertiser or 
participating sponsorship. Tested types 
of commercials for many kinds of busi- 
nesses are included in the service. Your 
scripts will reach you thirteen weeks in 
. complete with suggested 
music, dialogue, careful timing and ready 
to sell. 

Your ASCAP license entitles you to 
this service... and others being built 
at the moment... without cost. 

Write us now so you will receive the 
entire series . . . and start changing 
music costs into music profits. 


advance. . 


ASCAP RADIO PROGRAM SERVICE 
30 Rockefeller Plaza, New York City 


demonstrate the essential nature of | 


their movements _ before 
could be purchased. Short 
would probably be exempted. 


tickets 
trips 


U. S. Steel Shows Film 
United States Steel Corporation 
staged the premiere of “Steel for 
Victory,” a new motion picture 
made in plants of the manufactur- 
ing subsidiaries of the corporation, 
at the 40th annual meeting of stock- 


holders at Hoboken, N. J., May 4. 
The film, approved by War and 


Navy departments, portrays the im- 
portant role performed by U. S. 
steel subsidiaries in the production 
of war material. It is expected that 
the film soon will be 
public showing. 


Orde Named Ad. Mar. 


Bert L. Orde has been named 
Eastern advertising manager 
Screenland, New York. Mr. 


ver Screen in New England, New 
York, Philadelphia, Baltimore, and 
Washington for the past four and 
one-half years. 


released for 


of | 
Orde | 
has represented Screenland and Sil- 


Esty Gets Super Suds 


Account from Colgate 
Colgate-Palmolive-Peet Compu:ny 
has named Wm. Esty & Co., New 
York, to direct 
advertising for 
Super Suds. 
Sherman & Mar- 
quette, Chicago, 
will continue to 
handle Colgate 
tooth powder, 
Halo shampoo, 
Colgate shaving 
cream, and Cash- 
mere _ Bouquet 
soap and. toilet 
preparations. 
Announcement 
|of the Esty ap- R. E. 
pointment for Super Suds 
by only a few days the appoint- 
ment of Robert E. Lusk as vice- 
| president in charge of merchandis- 


Lusk 
followed 


ing and advertising of Colgate, 
reported in the May 4 issue of 
ADVERTISING AGE. Mr. Lusk was 
most recently executive vice-pres- 


ident of Benton & Bowles and ad- 
vertising manager of R. H. Macy 
& Co. and L. Bamberger & Co. 
Robert E. Healey continues as ad- 
vertising manager of Colgate-Palm- 
olive-Peet Company. 


Florida Admen to Meet 

| Florida Daily Newspaper Adver- 
tising Association will hold its meet- 
ing in Orlando, May 23-24. 


BB Where's Si Elmer 


Elmer used to call on your 
trade when you were stil! 
mcking shipments to dea! 
ers. But when shipments 
stopped and Elmer stopped 
calling, these dealers began 
to forget all about your 
company. 

Keep Elmer's dealers from 
forgetting you by giving 
them news of your wartime 
activities. Show them 
through a regular company 
publication, how the prod 
ucts you used to ship them 
are helping to win the war 

or how you're using your 
facilities for other product: 
that help in the war effort 

Ask us for suggestions. We 
have the personnel, exper 
ence and equipment to orig 
inate, print and distribute co 
house organ for you. Let us 
show you how other organ! 
zations are telling the news 
about themselves. 


Buckley, Dement & Company 
1300 Jackson Boulevard 
CHICAGO 
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Make no little plans” 


Unwilling, stay-at-home, we have been 
forced by bitter circumstances to fight the 
free man’s battle in half a world not free... 


ny 


And never again can our concern conclude 


within our own back yard, our national 


boundaries... Like it or not, America must for 
a while be warden of the western hemisphere 
.. But this new responsibility is not without 
great reward—because the teeming millions 
of the crowded East can become not only 
our spiritual charges, but our great potential 
customers ... Immigrants who need not 
immigrate, they offer unimaginable markets 
—not only for the extension of the American 
ideal, but the expansion of the American 
economy ...the means to turn our great 
productivity to our great prosperity ... So 
much, and so much more, may this War mean 
to us!... “Make no little plans . 

In Chicago today is a new newspaper, 
attuned to today and tomorrow .. . looking 


not backward but ahead ... jealously aware 


of freedom in the news as well as freedom 
of the press, reporting without the bias of 
astigmatism or ambition in the belief that a 
good newspaper is its own best cause!.. 

Largely planned, staffed from the start with 
experienced adequacy... accepted at once 
by more people than any new newspaper ever 
attracted ... serving better and satisfying the 
harder-to-satisfy portion of the Chicago public 
... The Chicago Sun is already a major medium 
strong with the support of a major market... 
“Make no little plans” today and tomorrow, 
in your sales efforts and your advertising ... 


for Chicago, and for the Chicago Sun! 


IICAGO SUN 


THE BRANHAM COMPANY, National Advertising Representatives 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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ADVERTISING AGE 


()n the press | 


i ...Wwith the biggest 


. advertising lineage 


in our history 


THE MAY ISSUE OF 
PRACTICAL BUILDER 


.. . and while other building indus- 
try magazines are showing losses, 
Practical Builder shows gains for 
the first five months of 1942 


. » « not only gains in lineage, 


but in dollar volume—and_ sub- 
se stantial gains in paid circulation. 


‘What does this signify? 


It means that PRACTICAL BUILDER’s horizontal circulation offers more coverage 
and penetration, by many, many thousands, of all types of contractor-builders who 
are building defense homes, factories, farm buildings—and who are doing extensive 
remodeling and repair work on homes, commercial buildings, etc. 


Coverage—penetration—that's it! Important not only for adequate exposure to 
today’s market — but for tomorrow's, when the bulge of war building is over and 
manufacturers will again need a large number of small orders to keep their plants 
going So, PRACTICAL BUILDER is doing a double job selling for today and FOR 


TOMORROW — and smart advertising buyers know it. 


PRACTICAL BUILDER has always had more gross contractor circulation than any 
other publication (close to 70,000) — but today it has more PAID contractor-builder 
circulation (by several thousand) than any other magazine in the industry. 


In fact, these “tough times” are really proving PRACTICAL BUILDER. We have 
never been a “cream of the crop” publication reaching the “relative few’—nor were 
we ever confined by any other limitations—so that we don’t have to change our 
story today, or our function, to meet a new set of conditions. 


We just go on emphasizing the main point—that PRACTICAL BUILDER is, always 
has been, a brass tacks magazine for all builders with an editorial formula that is the 
proven common-denominator of interest to all building contractors regardless of 
their type — the “how” and “why” of construction — methods, equipment and 
materials. 


It is in recognition of this that PRACTICAL BUILDER carries more advertising in the 
first five months of ‘42 over ‘41—increased dollar volume and constantly increasing 
paid circulation—and this trend continues up. 


“Success needs no apology’’ 


PRACTICAL BUILDER 


: One of Industrial Publications, Inc., Group 


59 East Van Buren Street . . « «© «© © «© «© © « « « Chicago 


| 
| 
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Excess Prof ifs . 
Tax Refunds Are 


Viewed as Certain 


Treasury Favors a !0 
Per Cent Return, But 
Seeks Close Control 


Washington, D. C., May 6.— 
Whatever form the tax bill which 
finally emerges from the House 


ways and means committee takes, 
it appears certain that Congress 
will enact some form of refund by 
which corporations will regain a 
portion of their excess profits taxes 
as a nest egg for post-war read- 
| justment. 

Secretary of the Treasury Henry 
Morgenthau, Jr., recommended such 
'a proposal when he testified before 
the committee at the outset of hear- 
ings. Since then, a number of other 
|witnesses have suggested various 
plans to accomplish the same pur- 
pose, and the Treasury has polished 
up its proposal in the light of the 
prospect that a 94 per cent excess 
profits tax will be adopted. 

The committee, now meeting be- 
hind closed doors, appears to favor 
'this principle, with most debate 
centering around the form the re-| 
fund shall take. In England, excess | 
profits are taxed 100 per cent, with | 
20 per cent subject to a refund 
after the war, and this system is 
being studied along with others. 


Favors 10 Per Cent 


The Treasury’s recommendation, 
based on a 94 per cent excess profits 
rate, calls for a 10 per cent return. | 
Clinton Davidson, appearing on be- | 
half of Fiduciary Counsel, Inc., 
early in open hearings, proposed | 
that 20 per cent of the sum sub- 
ject to excess profits taxes be re- 
turned to corporations in non-nego- 
tiable, non-interest bearing bonds, 
for redemption after the war. This 
plan, only slightly different from 
Britain’s, has strong committee sup- 
port. 

The chief difference between the 
Treasury plan and that suggested 
by Mr. Davidson is that the Treas- 
ury wants to exert control over re- 
turn and use of the money even af- 
ter the war. Another variation is 
that the Davidson plan calls for the | 
refund bonds to be subject to taxa- 
tion upon redemption. This would 
narrow the range between the 10 
and 20 per cent rates. 

The committee is still some weeks 
short of the bill-framing § stage. 
Thus far, the question of a sales 
tax has not been probed exten- 
sively. The committee is reaching 
tentative decisions on other forms 


| of taxation first, with the idea that | 


a sales levy will be discussed when 
and if the sum total of other taxes 
falls short of the $7,000,000,000 goal. 


Expect Sales Tax 


That this goal will not be 
achieved without resort to a sales 
tax is indicated by the fact that 
corporate levies tentatively ac- 
cepted are more than half a billion 
dollars below Treasury recommen- 
dations. At this point, adoption of 
a sales tax remains a better-than- 
even bet, since a heavy majority 
of the committee has indicated a 
willingness to vote such a proposal 
if found necessary. 

The committee gave the Presi- 
dent’s $25,000 individual income 
“ceiling” proposal a cool reception. 
Incomes in the bracket are recog- 
nized as having little effect on in- 
flation. If a limit is put on earn- 
ings, for political reasons, the figure 
is more likely to be $35,000 or 
$50,000 than $25,000. 


Mail Admen to Hear Hoke 

Mail Advertising Service Asso- 
ciation, New York, will hold its 
monthly dinner meeting at the Ad- 
vertising Club on May 12 at 6:30 
p. m. Henry Hoke, publisher of 
Reporter of Direct Mail Advertis- 
ing, will address the meeting. He 
will discuss his work in tracking 
down Nazi abusers of the mails and 
give a report on the investigation 


before the Department of Justice. 


Final Approval of 1 
Salvage Campaign 
Expected May 12 


New York, May 7.—Final ap- 
proval of the War Production 
Board’s huge salvage campaicn 


(ADVERTISING AGE, May 4) is ex- 
pected at a meeting of the full board 
of directors of the Advertising Coun- 
cil in New York, Tuesday, May :2. 
Preliminary plans for the program, 
as outlined by a pool of top crea- 
tive men in Chicago advertis ng 
agencies, headed by Leo Burnctt, 
are reported to have drawn lay sh 
praise from the Council and from 
interested associations and prospec- 
tive sponsors. 

When the Chicago agency head 
and Ad Council director undertook 
to enlist other Boul Mich agencies, 
he worked in cooperation § w th 
| Time’s Western manager, Bill Corr, 
|who heads the Chicago Federaied 
Advertising Club. The _ industry- 
'financed salvage program rolled up 
to such proportions, however, that 
‘the affiliation of any club activ ty 
proved unwise public relations. 

An interesting sidelight is the fict 
that some of the top copy themes 
were suggested by a pair of copy 
writers who turned out some of the 
most powerful America First posters 
and ads in pre-war days. These 
writers, who were fired by the ap- 
parent patriotic “natural” of the 
name, America First, and the sin- 
cerity of General Robert E. Wood, 
dropped the activity as soon as 
Senator Wheeler and Charles A. 
Lindbergh joined up. Now they, like 
WPB’s Ted Patrick, creator of the 
best World Peaceways copy, are 
hard at work getting even with 
Hitler, Hirohito and Benito. Mr. 
Burnett, who is a brother of Gen- 
eral Foods’ vice-president, Verne 
Burnett, is one of the most serious 
scientific planners of copy themes 
and merchandising follow through 
in advertising. His top campaign at 
present is the American Meat In- 


|stitute, a job that closely parallels 


the salvage campaign in general 


outline. 
Council Financing Revealed 


The Advertising Council this 
week revealed the breakdown of its 
$100,000 financing. The Four A’s 
and the ANA each are guaranteeing 
$20,000, while magazines, news- 
papers, outdoor, and radio are each 
being taxed $15,000. The budget 
covers only the salaries of Dr. Mil- 
ler McClintock and his executive 
staff, office overhead in New York 
and Washington, and expenses. All 
other services are voluntary, sev- 
eral top admen devoting virtually 
full time without compensation 


WHIP to Change Hands 


Dr. George F. Courrier, president 
and majority stockholder of Sta- 
tion WHIP, Chicago, intends to ask 
the FCC for permission to relin- 
quish control of the station. John 
W. Clarke, one of the minority 
stockholders, has been mentioned 
as possible purchaser of controlling 
stock. Dr. Courrier is retiring to 
devote all his time to defense work 
and hopes to re-enter the Army 
where he served as captain in the 
last war. If FCC consents, Mr 
Clarke will become president of the 
Hammond - Calumet Broadcasting 
Corporation and William R. Cine, 
formerly of WLS, will become e 
president and station manager 


Carr to Censors’ Office 

Eugene Carr, assistant man: £¢ 
of Station WGAR, Cleveland, ice 
1935, will join the Office of Censor 
ship May 18 as an assistant in te 
radio section, under J. Harold 
Ryan. Mr. Carr has been in radio 
for 14 years and is currently te 
chairman of the sales manocers 
committee of the National As 
tion of Broadcasters. 


Lehman Signs Milk Bill 


Gov. Lehman has signed the 4! 
sons bill continuing New York 
state’s milk advertising and pubic 
ity campaign another year W"' 
$300,000 appropriation. This will 
carry the drive through to ine 
30, 1943. 
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DOUBLE GUARANTEE 


Controlled or 
Uncontrolled ? 


__— 


Jenkisson Advanced 


J. Arthur Jenkisson, formerly 
manager of the New York office of 
Greyvan Lines, Inc., long distance 
|moving company, has been ap- 
pointed sales promotion and adver- 


Business Papers 
Show 7.9 Per Cent 
Gain During April 


more advertising in April than dur- 
ing the same month of 1941, and 5 
per cent higher than in March 
issues. The 85 papers in this group 
are 10.2 per cent ahead of the four- 
month period of 1941. 


Watson Ban Upheld 


The Senate appropriation com- 
mittee has virtually assured the 
dismissal of Dr. Goodwin Watson as 
chief analyst of the Federal Com- 


munications Commission’s foreign 

of she “horas Brisa! cope tising manager with headquarters Chicago, May 6. — Resuming a Eighteen trade publications, re- broadcast monitoring service by re- 

Government bas anpningtoas |i the company s home office in str . ward trend after a slight gaining some lost ground, reported porting to the floor a bill forbidding 

Tries vend gurecure sae Chicago. He will be responsible for pectin a "M i anaes ee a 10.33 per cent loss for April, with the payment of a salary to Dr. Wat- 

sf" st, Srtet | an extensive new sales training, ad- “¢ciine In March, advertising In 1. ‘four-month figure down 12.7 Son. He has been the center of a 
vertising and publicity program. M. April issues of business papers 


Both the government identifying mark, 


Glen Miller Advertising, Chicago, is 
the agency. 


Allen Named Manager 


| Stan Allen, formerly advertising 
representative and advertising man- 
ager of Canadian Automotive Trade, 
has been appointed manager of 
Canadian Aviation by MacLean 
| Publishing Company, Toronto. 


scored a gain of 7.9 per cent over 
similar figures for April, 1941. 
Total volume in the first four 
months of this year amounted to 5.8 
per cent more than during the simi- 
lar period of 1941. 

Computations based on _ reports 
from 115 publications, as reported by 
Industrial Marketing, showed the 
industrial papers with 12.7 per cent 


per cent. Twelve class publications 
showed a 10.8 per cent loss for the 
month and a 6.2 per cent drop for 
the first four months of the year. 


McGillvra Adds Account 


Station CHOV, Pembroke, Ont., 
has appointed Joseph Hershey Mc- 
Gillvra, New York, as its national 


controversy on charges of commu- 
nistic sympathies, but has been de- 
fended by Chairman James L. Fly 
of FCC. 


Starts Outdoor Campaign 


Universal Products, New Britain, 
Conn., has started an extensive out- 
door campaign throughout the Con- 
necticut Valley, stressing the “Uni- 


advertising representative. 


CC4!, and the Gor-ray label are illus- 

trated in this small-space advertisement 

for one manufacturer of British con- 
trolled-price skirts. 


versal way of living.” 


_ — English Ministry 
. Defines Limits of 
‘Proper’ Ad Costs 


2 By F. A. MARTEAU 


/ ’ London, April 21.—The first defi- 
y nition of “necessary” advertising, 
; however vague, is incorporated in| 
t an order addressed this week to| 
15 manufacturers of “utility” clothing | 
va in England by the Board of Trade. | 
1e The description “utility” and the | 
rs identifying mark CC41 on clothing | 
se are reserved in England for cloth- 
_ ing made out of cloth passed by a| 
re special board and sold at a clearly 
n- defined and limited profit basis over | 
d, the cost of production and selling, | 
as such cost including the expense of | 
A. designing and advertising. 
ke This week’s Board of Trade order | 
he says in part: “The object of the| 
re utility clothing scheme is to provide | 
th | anadequate supply of durable cloth- | 
fr. » ing to be made in the most eco | 
n- [— nomical manner and to be sold at| 
ne » the lowest price possible. Extrava- | 
tus «gant expenditure on design for | 
es = Utility clothing is wholly unneces- | 
igh sary and is to be deprecated in 
‘at present circumstances.” 

In- ff The order adds that the same con- 


| siderations apply to “extravagant” | 
ral ) expenditures for advertising of util- | 

) ity clothing, and points out that the | 
third schedule to the utility apparel 
order of 1942 “limits the advertising | 


this expenses of which a manufacturer 

its or maker-up may take account in —— 

A’s arriving at his cost of production — 

ing and sales to such expenses only as 

wae will insure adequate distribution of 

ach his products in the home market.” 

ivet Since at the moment the demand 

Mil- is greater than the production, and 

tive distribution needs no _ encourage- 

rork ment, the industry is wondering 

All whether this week’s order means no 

aati advertising costs will hereafter be 

ally allowed. No further clarification 

: has thus far been forthcoming from 

the Board of Trade, however. Every week .. . by truck, train, and 

2 I tae Hew Oe cc ty pine the Sor Westy | Wherever there are 
dent ~~ — gerne streams out across Canada in all 

Sta- s An omack, ew York, na- . . 
. ask tional advertising representative, directions. And although the bulk of +e 

elin- a located at 25 W. 45th the vast 600,000 circulation follows 

hr Street, has mov 20 Madis ' it i 

8 oo ogee oe per rr people in Canada 
oned — proud boast that...“wherever there 
ling are over 300 English-speaking "English-speaking 
ig Ww . 

work * people—there you will find a Star 
ae! 95 7 O Weekly carrier-boy serving the 
mous m . . 

Mr district.” 


Pre RADIO OWNERSHIP IN 
pire AMERICA’S No. 1 MARKET 


t 


Thus the Star Weekly is a truly national week-end 
publication. It is woven into the very pattern 
of Canadian life. Its 600,000 circulation, for 


The Star Weekly is popular because it offers 
readers such a variety of good things. . . roto- 2 
gravure picture section, two large magazine sections, 7 


tionally high radio 


ownership 
j 


ed wit! the 


nation’s highest instance, is almost 300,000 greater than any comics, news, and a complete novel. Advertisers, 

pee apita spendable come ake ° . . ° . ee . ° ° 
WIC a sure bet for RESULTS = other national publication in Canada. Its con- in addition to getting national coverage, vast circu- 
i a *Radio Daily April 2, 1942 


tinuously growing popularity is shown by an lation and high readership also have the oppor- 


ensor- increase of approximately 100,000 copies each year tunity of choosing whichever section best suits = 

1 1d for the past 3 years. their needs and their appropriation. ‘: = 
{io 7 

ly the 


The 


Montreal Office: University Tower 


STAR WEEKLY 


PUBLISHED AT 80 KING ST. WEST, TORONTO 


U.S. Representatives: Ward-Griffith Inc. 


1 ROUTE TO AMERICA’S No.1 MARKE 
travelers Broadcasting Service 
Corporation 


ae 

of NBC Red Network ond 

Yonkee Network => 
ives: WEED & COMPANY 
Detroit, Son Francisco 


HIGH READERSHIP 


BY FAR THE LARGEST CIRCULATION IN CANADA V4 
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May 11, 1942 


Session on Prices 
Highlights CFAC 
Wartime Clinics 


Marketing Problems 
Under Microscope at 
‘All-Business' Meet 


Chicago, May 5.—The hard-work- 
ing group of midwest sales and)! 
marketing executives who wound up 
two days of unbroken clinic 
sions here Saturday at the Wartime 
Sales and Advertising Conference 
sponsored by the Chicago Federated 
Advertising Club, indicated that the 
program was a complete success by 
vociferously demanding that a simi-| 
lar conference be planned again for | 
next year, or possibly for an even | 
earlier date. 

The full program included clinics 
on market analysis, retailers’ war 
problems, media, heavy industry, 
direct mail, packaging, the farm as 
a market and public relations, as 
well as addresses at general ses- 
sions by outstanding business and 
government executives. 

A highlight of the program, in 
addition to the keynote address of 
A. C. Nielsen, reported in the May 
4 issue of ADVERTISING AGE, was the 
detailed explanation of the price 
freezing order presented Saturday 
morning by C. L. Christenson, chief 
price executive of the Office of 
Price Administration. 


ses- 


Part of Big Program 


Since, despite higher taxes and 
the war bond purchasing program, 
there will be 17 billion dollars of 
income during the year against 
which there will be no goods avail- 
able for purchase, it is essential that 
the price structure be encased in 
a straitjacket to avoid runaway 
inflation, Mr. Christenson said. OPA 
understands the limitations of price 
freezing, he declared, and empha- 
sized that freezing is only one part 
of an integrated program to siphon 
off this 17 billion. Other things 
which must be done, he said, in- 
clude the stabilization of wages, 
“enormous” increases in taxes, pro- 
motion of greater savings, and a 
severe limitation of all profits. 

The price freezing operation in- 


cludes “no patent medicines and 
no opiates,” he contended. “And 
there is no pretension that we can 


protect the standard of living. This 
war is immensely costly, and there 
is no glossing over the fact that we 
will all have to pay for it.” 

OPA is definitely committed to 
permitting no increases in prices at 
the retail level, and squeezes in the 
distribution margin will have to be 
rolled back to the wholesaler or 
manufacturer, he declared. In the 
case of absolutely inescapable hard- 
ship, some type of subsidy may have 
to be provided, he said. 

D. Graham Hutton, director of the 
British Press Service in the Mid- 


¥ Where But 7 


WSYR 


SYRACUSE 


East’s best farm 
audience? 
1 | 


west, told the conference at lunch- 
eon Saturday that advertising men 
have’ been found essential to the 
British war effort in explaining the 
people’s own achievements to them- 
selves and in giving clear-cut ex- 
planations of shortages, of problems 
that are faced, etc. His guess was 
that 75 per cent of British adver- 
tising men are in government serv- 
ice of some kind, working with the 
Ministry of Information or in other 
capacities. 


Retailers Study Problems 


Because of the terrific limitations 
on the use of newsprint, all British 
newspapers now refuse to sell copies 
to casual buyers and deliver copies 
only on subscriptions, he reported. 


ADVERTISING AGE 

The retail clinic, presided over by 
E. R. Richer, vice-president, Hart 
Schaffner & Marx, was one of the 
most interesting of the clinic ses- 
sions, developing among other 
thoughts the idea that much retail 
advertising, as well as national ad- 
vertising, would now have to be de- 
voted to institutional and patriotic 
themes, since so much merchandise 
cannot be advertised. An interest- 
ing point raised by C. H. Lilienfeld, 
advertising manager of National 
Tea Company, was that if the pres- 
ent trend toward the withdrawal of 
cooperative advertising allowances 
by national advertisers continues, it 
is inevitable that there will be a 
rapid growth of local and private 
brands, behind which retail adver- 


tising effort will be put if allow- 
ances are not available for national 
brands. 

An interesting picture of condi- 
tions in the farm market was pre- 
sented at the agricultural session, 
directed by Charles Sweet, adver- 
tising director, Capper Publications. 
Less than half of last year’s volume 
of new farm machinery is now be- 
ing produced, he reported, and next 
year the total available will prob- 
ably be from 20 to 40 per cent of 
the 1940-41 figure, but in spite of 
this, and the danger of farm labor 
shortages, farmers can be counted 
upon to increase production to rec- 
ord levels in most areas. 

As a= sidelight on 
techniques in the farm 


advertising 
field, Mr. 


Sweet reported that both Ethy) 
Gasoline Corporation and Ralston- 
Purina Company have been sur- 
prised by the tremendous responses 
which advertising of service liters- 
ture is bringing them, far exceec- 
ing previous returns. 


Corn Fix to Korn 


J. M. Korn & Co., Philadelph 
has been selected to handle adver. 
tising for Corn Fix Company, In... 
Newark. Newspapers and racy 
will be used. 


Schaffner Moves Offices 


Claude’ Schaffner Advertis 1g 
Agency, New Haven, Conn., is 
moved its offices from 77 Gri ve 


street to 65 Trumbull street. 


/ . 
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Post Christmas Promotion caught on like wildfire. 100 de- 

partment stores (yearly volume, $640,000,000) had the 
promotion on an exclusive basis. And that’s not all—500 ad- 
ditional department stores in other cities also featured The 
Post Poll of America’s Favorite Christmas Gifts. And how! 
Post Poll posters took the spotlight in windows... at ele- 
vators ...in special departments devoted to gifts for men in 


service; in fact, in all major gift departments. 


5000 Drug Stores used the promotion to boost sales. 

500 men’s wear stores, 1000 electric appliance and f 
ture stores also did outstanding jobs with the Post Gift 
Tire, radio manufacturers—even life insurance compan ©: 
hitched their selling to the Post promotion. Our per: 
Santa (now you know why he’s exhausted and late) colle: 
sales evidence from 7100 stores in the form of letters, w Tes 


photographs and newspaper tear sheets. 
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Infringe Trademar 
and Lose Profits: 


Supreme Court 


Vashington, D. C., May 6.—The 
Supreme Court ruled this week that 
if a trademark is infringed, “the 
profits made on sales of goods bear- 
ing the infringing mark properly 
belong to the owner of the mark.” 

The history - making decision, 
reached by a four-to-three vote in a 
suit brought by Mishawaka Rubber 
& Woolen Mfg. Company against 
s. S. Kresge Company, reversed a 
circuit court ruling. Mishawaka’s 
claim that both district and appeals 
tribunals had correctly held that 


the Kresge mark for rubber heels 
infringed, but incorrectly restricted 
\the accounting of profits, was up- 
jheld by the high court. 

Chief Justice Stone and Associate 
Justice Roberts did not participate 
in the case. Justice Frankfurter de- 
jlivered the opinion, and Justice 
Black wrote a dissenting opinion 
which won the concurrence of Jus- 
tices Douglas and Murphy. The dis- 
sent said that the effect of the 
majority's decision is “to grant a 
windfall.” 

The circuit court had ruled that 
profits should be restricted to sales 
to purchasers who were induced to 
buy because they believed the goods 
to have been made by the trade- 
mark owner, and who would have 


bought the trademarked product 
had they not been misled. The 
Supreme Court, however, rejected 
this view, ruling that: ‘“Infringe- 
ment and damage having been 
found, the act requires the trade- 
mark owner to prove only the sale 


of articles bearing the infringing 
mark. ... 
Art Show Opens 

The 15th annual National High | 


School Art Exhibit, sponsored by 
Scholastic, opened May 10 in the 
Fine Arts Galleries of Pittsburgh's 
Carnegie Institute. Most coveted 
prizes in the National Exhibit are 
37 scholarships to leading universi- 
ties and art schools. In addition, 
several thousand dollars in cash and 
merchandise prizes are distributed. 


Phelan to Los Angeles 

Roy N. Phelan, secretary-treas- 
urer of McGraw-Hill Company of 
California, is moving from San 
Francisco to Los Angeles, where he 
will head a new office as district 
manager. In addition, he will be 
in charge of advertising sales in 
Southern California for the 23 Mc- 
| Graw-Hill technical and _ business 
| publications. H. C. Rowell, Los 
Angeles, will be assistant manager. 


Begins Wool Promotion 
Canadian Cooperative Wool 
Growers, Toronto, has launched a 
drive for collection of wool with 
copy in a long list of Ontario week- 
lies and in farm papers in eastern 
and western Canada. E. W. Rey- 
nolds & Co., Toronto, is the agency. 
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Poor Santa! He’s so tired . 


.. almost on the verge of col- 


lapse. He just arrived with a long story to tell. It all 
started when The Saturday Evening Post hit on an idea to 
lighten the burden of Christmas buying for stores’ shoppers. 
The Post asked 10,000 families, “What do you want for 


fe answer all questions.” 


“Displayed Post gift merchandise in filty-odd windows 
++. Gls erected on main floor « special Post Christmas 
Poll booth with an attractive young ledy in attendance 


The May Company, Los Angeles, Colifornia 


Christmas?” then printed the list of America’s Favorite 
Christmas Gifts in the December 6 Post in five color pages. 


“Post promotion featured in windows .. 


store... on redic and in 3 ads in Baltimore Sun.” 
Hutzler Brothers Co., Baltimore, Md. 


“sed 'Gin 
Your .. Pont 
PerIment, on V99G05, ta ©” ex. 
Rich's tne lets 
. throughout 7 


“The Poll was a huge success, ond 
great deol of favorable comment among ovr 
customers.” 


Averboch Company, Solt Lake City, Utoh 


Praise letters poured in from stores in wholesale batches. 

Bigger and better business was the verdict.) Likewise the 
Post received newspaper pages to show how stores in their 
own ads featured nationally advertised merchandise and Post 
advertisers. We counted 154,027 lines of such advertising. 
SANTA’S COMMENT: “Stores tell me that in their experi- 
ence no other magazine matches the selling power of The 


Saturday Evening Post.”’ 
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Crowds of shoppers stopped .. . looked in windows... 


then swarmed into stores 


that displayed color enlarge- 


ments of Post Christmas pages. All over the U.S. the shop- 
ping public was elated at finding something to take the 
guesswork out of “What to give for Christmas.”’ Retailers 
were enthused (with good reason) ...fewer perplexed shop- 
pers ... fewer presents to exchange after Christmas. 
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ANPA Offers Own 
Mileage-Saving 
Delivery Plans 


Asks OCT Director to 
Consider Six-Point 
Circulation Set-up 


New York, May 5.—Seeking relief 
from the government's drastic motor 
vehicle delivery orders (ADVERTISING 
AGE, May 4), the American News- 
paper Publishers Association yester- 
day proposed to the Office of Civi- 
lian Transportation a six-point pro- 
gram which in its opinion would 
reduce newspaper delivery mileage 
without disrupting service to the 
public. 

The program proposes: 

1. Elimination of deliveries to in- 
dividual subscribers, so-called car- 
rier home subscriptions; 

2. Reduction or elimination of ex- 
tra or special edition deliveries; 
3. Greater use of common 
contract carriers, such 
buses, trucking and 
ices, where available; 

4. Reduction of number of return 
trips for returns or collections; 

5. Reduction overlapping de- 
livery routes in cities where two or 
more daily publish 
morning and 


and 
trains, 
serv- 


as 
express 


of 


newspapers 
or evening; 

6. Pooling of deliveries wherever 
possible, 

Cranston Williams, ANPA general 
manager, reported today that many 
individual newspapers and groups 
have communicated their present ac- 
complishments and future plans for 
conservation to Joseph B. Eastman, 
OCT director, demonstrating their 
willingness to cooperate in conserv- 
ing trucks, tires and gasoline. 


Criticizes Order 


| “The drastic provisions of this 
order,” Mr. Williams stated, “would 
curtail reading matter for the 
American people at a time when 
other government officials in Wash- 
ington are recognizing by priority 
orders and other actions that sup- 
plies are essential for newspapers 
to continue to print during the war 
emergency.” 

The revised program, as proposed 
by Walter M. Dear, president of 
ANPA, would result in substantial 
circulation curtailment but would 
help the government in reducing 
newsprint consumption, freeing sub- 
stantial local delivery personnel for 
war effort and reducing truck mile- 


age without curtailing too drasti- 
cally service to readers. 
Issues Warning 

The National Better Business 


Bureau, New York, has warned ad- 


vertisers to look out for a Robert 
V. Stewart who claims to be an 
“investigator” of the American 
Better Business Bureau, 500 Fifth 
avenue, New York. No such or- 
ganization or individual exists at 
that address, the Bureau says. 
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Will Price Control Work? 


Control of prices to prevent in-; continued to sell on the basis of 


flation is a program with the ob-| inventory costs, is not to be squeezed 
jective of which business men,| out of existence. And many manu- 
economists and consumers. have} facturers who continued to hold 


been in substantial agreement. The| down prices as much as possible find 
establishment of price ceilings on| that they have been penalized be- 
most products of general consump- | cause some better informed competi- 
tion thus is in line with onidee | ter anticipated the big freeze by 
opinion. The tremendously complex | advancing his quotations to the 
character of our system of distribu-| trade in March. 

tion, plus the limited character of | We must assume that the OPA 


. | P — 
the controls established, creates} will administer the program for the | 
enormous problems of adjustment) benefit of the public, but with due 
and administration in order not | consideration of the business prob- | 


| 
lems involved. If it is necessary to | 


roll back prices to protect the con- | 
tinued existence of the retailer, and | 
consequently to subsidize manufac- 
turers and jobbers who thus read- 
just their own prices, we shall have 
not only a tremendous addition to 
the costs of administering the plan, 


merely to avoid working incidental 
hardships on many individuals, but 
actually to prevent their complete | 
elimination from the business pic- 
ture. 

The Canadian system of 
control, after which our plan was 
largely modeled, has worked suc- 


price 


cessfully. But it is a far more com-| but also periods of confusion while 
plete system of control than we have| new price bases are being nego- 
established, since it includes wages | tiated. 


In the meantime, while business 
strives to work with government in 
making effective price control eco- 
nomically possible, it should be re- 
membered that government will 
continue to make life-and-death de- 
cisions affecting all types of business 
enterprises in the manufacturing 
and distribution fields. No business 
should hesitate to present with vigor 
and determination the facts which 
relate to the equitable administra- 
tion of the price control plan, nor to | 
demand adjustments which are 
necessary to enable it to continue to| 
perform its function of serving the | 
public. 


and farm prices within the plan. The 
fact that manufacturers and distri- 
butors must freeze their prices, 
while wages and farm products re- 
main free, introduces a dangerous 
factor which may greatly increase 
the difficulty of equitable operation 
of the whole price control system. 

The OPA is establishing numerous 
regional offices to deal with the 
myriad problems which are sure to 
emerge with the establishment of 
actual control of prices. Many ad- 
justments will surely have to be 
made if the retailer who for rea- 
sons of patriotism refused to adjust 
his prices to replacement costs, and 


Marketing Versus Selling | 


Current conditions emphasize ajof its products to 
fact which is often lost sight of! potential customers. 
when the primary concern of busi- With either compulsory or volun- 
ness is to get orders and move the tary rationing in effect, the chief 
goods. That is the essential differ-| concern of the manufacturer with a 
ence between selling — booking, marketing program, as distinguished 
orders and transferring ownership of from merely a sales policy, is to as- 
commodities—and marketing, which | sure equitable distribution of the 
looks ahead to protect the future of| available supply. In fact, a num- 
the business, the acceptance of its ber of leading manufacturers have 
brands and the maintenance of its advised us that one of the chief 
consumer franchise. uses of the 1942 edition of the 

Many businesses today are over- Market Data Book has been to de- 


its present and 


sold, in the sense that orders cur- termine how best to allocate the re- 
rently exceed production. Because duced supply of their products 
they have no immediate sales prob- which they now have available. 


lems, they may They realize that it would be a sur- 
render of their consumer franchise 
not to maintain reasonably adequate 
stocks in all markets. Thus they 
must decide, on the basis of pres- 
ent and potential consumption, how 
to distribute the goods which they 
have available. 


assume that they 
likewise without marketing 
problems. Yet the company which 
is in the supposedly fortunate posi- 
tion of being oversold may actually 
be in potential danger from a mark- 
eting standpoint, because it can no 
longer be sure of the accessibility 


are 


| tant 


Ad-libbing 


Illogical Logistics 

Accustomed as we are to sticking 
our neck out at severe angles, we 
rise to tell you that the ad headed 
“Logistics,” which International 
Business Machines Corporation ran 
in newspapers March 30, leaves us 
just about cold any war 
ad we have seen far. We 
weren't going to mention this ad- 
vertisement, because we _ thought, 
when we saw it in the newspapers, 
that maybe we weren’t as bright as 
we should be and couldn’t under- 
stand it. But IBM apparently is 
convinced that the copy is the most 


LOGISTICS 


as as 


sO 


Weatl 


Na 


magnificent and significant that has 
ever run, because in the past week 


we have seen it reproduced in 
magazines and _ business papers, 
with the notation that “this mes- 


sage appeared in every daily news- 
paper, both English and foreign 
language, in the United States and 


Canada, on March 30, 1942.” And 
we'll bet it was a honey in the 
foreign language press, including 


the Scandinavian. 

In our dumb way, we gather that 
IBM thinks TIME is the all-impor- 
factor, and that all the time 
possible should be saved. Well, we 
agree whole-heartedly, but if that 
is the message which Mr. Ordinary 
Citizen, reading his daily newspaper 
(both English and foreign lan- 
guage), got out of this essay on 
logistics, we'll agree to eat single- 
mouthedly the entire department of 
logistics of International Business 
Machines Corporation. 


Employe Education 

Every time an educational, infor- 
mative booklet for employes comes 
to our attention it makes us wonder 
why the receipt of such a booklet 
should be so much of an occasion, 
and why there aren't many 
pieces of such printed matter float- 
ing across our desk that they be- 
come completely commonplace. 

Of course, in many companies 
and to a large extent, employe 
house organs eliminate much of the 
necessity for such literature, but we 
doubt if they usually eliminate all 
such necessity. It seems to us that 


so 


|in times like these, especially, there 
is a need for a periodic explanation 
|to employes of the organization, 
| background, functioning and basic 
| policies of the company. 

| Such material should tell the 
| basic, over-all story which is most 
likely to be neglected in periodic 
material like house organs because 
“everybody knows it” and because 
it is so obviously impossible to re- 
peat it month after month. It 
should give employes a pretty com- 
plete reference source on the 
company’s history, operations, per- 
sonnel, products and business phil- 
osophy. It need not be elaborate 
and certainly should not be ponti- 
fical, but it should provide good 
solid background and build a spirit 
of interest, understanding and co- 
operation among the entire working 
family. 

Just such a book has Pepperell 
Mfg. Company issued. It isn’t de- 
signed to sell the trade or to sell 
goods, as F. L. Cheever, Jr., adver- 
tising manager, explains. “It has 
been prepared for our employes, the 
8,000 people who are a very impor- 
tant part of all that Pepperell is 
and does.” This very attractive, 
but simple and not too costly book- 
let is called “Your Company,” and 
contains sections under such head- 
| ings as: “The beginning of the com- 
pany”; “How the company grew”; 
“Organization of the company”; 
“What does the company make?”: 
“What do our mills make?” It 
winds up with a simple organization 
chart showing executive and man- 
agerial organization and personnel. 


Jottings 

Standard Register Company of 
Dayton is the first company of 
which we've heard which is taking 
the trouble to tell its suppliers what 
it is doing in the way of war work. 
The report took the form of a re- 
print from the Dayton Journal- 
Herald, accompanied by a letter 
from M. A. Spayd, executive vice- 
president and general manager... 

The labor - management com- 
mittee at B. F. Goodrich Company 
has just distributed the first issue of 
its own publication, “War Produc- 
tion News,” a weekly newspaper 
devoted to describing the success 
and progress of the production pro- 
gram. Says the masthead: “Pub- 
lished on Wednesday by the Labor- 
Management Committee of the War 
Production Drive at the Akron 
plants of the B. F. Goodrich Com- 
pany for all employes.” . . 

The United States News has 
solved the foreign copy censorship 
problem at one fell swoop. In its 
May 8 issue it announced that here- 
after no copies of the News will be 
sent outside of the jurisdiction of the 
United States and Canada, and that 
none of its content is to be broad- 
cast In any way... 

Handsome and intensely interest- 
ing is the brochure which Merck & 
Co. has just issued to describe the 
operations of the Merck Institute 
for Therapeutic Research. . . 


Information 
for 
Advertisers 


| The following documents may be 
|secured without charge from com- 
panies sponsoring them, or through 
|ADVERTISING AGE, by any national 
‘advertiser or advertising agency 
|executive writing on his business 
letterhead. 


No. 1981. How About Selling in 
Our First Wartime Summer: 

The Blue Network has issued this 
study which sums up the 1942 sum- 
mer market and opportunities for 
reaching it. It cites figures on set 
ownership, listenership and the in- 
creased buying power for available 
merchandise, and discusses the cost 
advantages of a summer campaign. 


No. 1982. Analysis of Chain Vari- 
ety Sales. 

This new study of the chain vari- 
ety field (five cents to one dollar) 
|has been issued by Chain Store Avge, 
|The study shows estimated sales 
‘figures for 1941 and 1942, and actual 
| 1941 sales of the “big ten,” with the 
number of stores operated by each 
company and average volume per 
store. 


No. 1983. Illinois Markets Distribu- 
tion Survey, Beer and Ale. 

Illinois Daily Newspaper Markets, 
Inc., has issued this study of the re- 
tail distribution of beer and ale in 
Illinois, as represented by 34 mar- 
kets outside of Chicago. The tables 
show distribution by brands, their 
rank, number of outlets stocking, 
and relative sales standing. 


No. 1947. How Much Do You Care 
About Your Reputation? 

This United States News booklet 
shows the advantages, to companies 
engaged in war production, of 
building and publicizing their repu- 
tation. An _ educational program 
now, the text points out, is insur- 
ance against hazards of the stiff 
competition which will come with 
the return to peacetime operations. 


No. 1912. Mr. & Mrs. 
Have More to Spend. 
A graph of payrolls in Houston, 
1929-1941, heads this page of facts 
issued by The Houston Chronicle to 
show the selling opportunities 
offered by this trading area. An- 
other graph and the explanatory 
text show how the Chronicle’s cir- 
culation has kept pace with the 
city’s growth in consumer income. 


Houston 


No. 1906. Industrial Equipment 
News Data Sheets. 
Two new data sheets have been 


issued by Industrial Equipment 
News, one of which shows coverage 
and readership of the publication 
throughout a typical large indus- 
trial plant. The other discusses in- 
dustrial copy and offers an idea for 
institutional and prestige advertis- 
ing which retains many of the bene- 
fits of product advertising. 


No. 1898. Facts About Newsweek’ 
Audience and Market. 

Newsweek has issued two sets ol 
charts — one, dealing with marke! 
facts for business and_ industria! 
advertisers—and the other, a stud) 
| of Newsweek's readers. The r« ider 
analysis shows the number of reac- 
ers and number of families, the! 
income, spending ability, use © 
products, and purchasing plans 
The other set of charts shows ® 
analysis of readership among bus! 
ness men, industrial executives anc 
government officials. 


No. 1913. _lowa Plus What? 

A composite daytime coverag 
map of the Cowles stations, WMT 
KSO, KRNT and WNAX, based © 
the fifth CBS listening area surve) 
forms the center spread of 
folder, issued by The Katz Agenc) 
A tabulation covers populatio! 
radio homes, number and value o 
farms and cash from income for ™™* 
area. The plus comes in throug 
local advantages of individualize¢ 
programming from the five studios 
dealer support and other aids 
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- CAB ratings for radio’s three|§& ] 
e top programs for the winter were . H 
t Fibber McGee and Molly, for S. C. 4 ‘ 
Johnson & Son, 36.5; Charlie Mc-|, } 
Carthy for Standard Brands, 36.4; ; ' 
~ and Jack Benny, for General Foods |, ‘ 
Corporation, 36.2. . ' 
i These averages, differing by only |, ’ : H 
, | ‘ ' 
.) three-tenths of one percent, with|® You won't find the ATA member assuming H 
e. due allowances for statistical devia- iH the role of a know-it-all; but being an expert 4 
es tion, resulted in a tie, according to | ® : cf. bi P : , . : 8 
al pag ig elite y os Aad) « in his line, he can help you in many ways if ‘ 
ne In winning top honors, even by |! ervice oe you will just say the word. He can recom- ' 
ch a . , : . . : 
a -_ ‘ grt oe oe ' mend new ways of meeting a typographical : 
ee ee oe ie situation. He’ll consider it a privilege if you 8 
season's leadership for the first time. 1 é ; ay 8 y 5 
se McCarthy garnered the same honors § will let him advise you on your type needs. : 
in 1939-40 and Jack Benny ins . . . . 
1940-41 H He will plan with you the physical aspects of H 
ts wife ; ‘ = 1 - . 1 
ts, The tooth and nail competition ' new advertising. If you take advantage of his ' 
< among the comic titans was evide : : : ° 
mt ™ pe Starch re rey oo ' idea of service, he will actually save you ‘ 
: ings. The Johnson’s Wax stars, who ! e money on the jobs he is doing for you! In : 
ies c aie P ‘ : 
= lost their leadership to Benny in § fact, he spends a lot of time thinking up 5 
en March, returned to top ratings in : er . . 
ng, April, with a CAB rating of 35.5. |t new ways of assisting advertisers—and he H 
The top ten programs for the win- . doesn’t charge for a bit of it. He gets his : 
‘ave ter season, in addition to the three 8 nsati in trul atisfied t Ts ‘ 
leaders, included the Aldrich § compensation in truly satisfied customers. ‘ 
klet eri, Piece sed Theater, Bob § ‘o find out how really helpful an ATA ; 
nies lope, Maxwe touse Coffee Time, 4 oe com be i \: tae an ativertiaine 1 
Kraft Music Hall. Kate Smith Hour ‘ member can be in planning an advertising ' 
Oo . r. u - " . . . . P ' 
‘ies and Walter Winchell. ‘ @ When Mother brings Dad his slippers, puts campaign or solving any problem connected ' 
ram ROOSEVELT RATES 69.5 ‘ his pipe and tobacco jar on the arm of his with typography or printing, just phone the a 
sure - - p . . . . 4 . i . e 
stiff New York, May 6.—President 4 easy chair, and tunes in his favorite radio nearest member company. The suggestions H 
Roosevelt's April 28 repor , . . j ¢ 4 : 
with eal as yi Bey rg feme : program, Dad chuckles delightedly and says, the representative will make are worth your : 
is : . . > et ’ r ° ” 
. abroad, reached 69.5 per cent of Now that’s what I call service. consideration—and there’s no obligation what- 
— 1 a eeowners interviewes by |5 Service is one of the most kicked-around soever. You see, the representative has the : 
ooperative Analysis of Broad- 4 ‘ . . j j ' 
casting. ' words in our language. It is used to designate same idea of service. ‘ 
ston, TI , ie 
facts ‘he audience for last week's : so many things that we have almost lost sight 
de speech, which preceded the an- 5 : p aren (ne «4. ae . 
sities nouncement of price control regula- of the real meaning. But ATA members will H 
poe tions, was the fourth largest ever § string along with Dad. “Finding Pleasure in ; 
atory to hear the President and was more § i her.”’ be th defi Al uth li 1 pal desi 4 
. than double his peacetime average ‘ serving another,” may not the exact defi- Along with personal interest and a real desire to ' 
§ Cil- : é — ° . fi . oy ° 
. the The exact time of the speech was ' nition of the dictionary, but it is the meaning help, every ATA member assures you Highest ' 
announced ¢ , ; . P ° , R » . , 
me. a8 vammee hw yd a few hours before ‘ of service ATA members prefer. ATA’s desire Quality, Intelligent Service, Expert Craftsman- : 
yment Presidential addresses scoring the { to go further than is actually required is ship, a Strict Ethical Code, Complete Facilities, H 
a hee Fp ged hs : demonstrated daily in many ways. Sound Business Dealing, Good Taste, Uniform H 
een ve Os ré . oo, , bot ‘ 2s. ons nd one 1 
pment aoe CAB figures of 83 per cent. : An ATA member takes a keen personal Practices, Greatest Choice of Type Faces, Type ' 
erage ighest pre-war speech was. th: . . . ‘ : " ertist } ’ 
re = vse an ‘on Sn lly * ' interest in every job that comes into his shop. Service for All Advertising Purposes, and Lowest ' 
ca . . ° , . 
indus- September, which rated 72.5. . He knows a lot about layout and production Practical Costs. Doesn't all that back up the idea :. 
”_ o _ : 4 2 
. S ~ TGA to Meet J 16-17 problems and he offers you this expert knowl- of Service Plus: <WROGRY H 
ea for © Meet June 16- ' < 8 
verts- The Toilet Goods Association will ; edge—gratis. He wants the job and the wv + . 
» bene- hold its annual meeting June 16-17 8 ice to you to be as nearly perfect as possible. TYPOGRAPHY THAT « _| SETS UP AN IDEAL ‘ 
at the Waldorf Astoria, New York. . a H 
a | x ; ‘ 
week § 1 : 
' 
' Minis ; 
sets ol ' 
: 4 ' 
market * 2 © H : 
justria O ' . . . . ' 
' 5 
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McGee and Molly 
Nose Out Rivals 
in Close Battle 


Charlie McCarthy and 
Jack Benny in Virtual 
Tie with '41-42 Leaders 


“s is av ace livery 'the match, which authorities have 
ees = +s x key ens , : ers. boten list may accept delivery of | © | , a : 

a ager Dag song of = -emchyge cond ~— Products affected by the order|iron or steel to be used to make | Kayed, — .——. # ond = 
i McGee and Molly, Charlie Mc- tional ‘advertising manager “of the range from bathtubs to CHEAT gooee aing under tag Pro- promotion publications and direct 
Carthy and Jack Benny each held, Magazine. Mr. Quish will divide lighters and from pie plates to| cessing of these materials w ill be mail. Byer & Bowman Advertising 
a temporary advantage, ended in a| his time between Detroit headquar- fountain pens. Limited production | permitted for 45 days, but only at a Agency, Columbus, O., handles the 


virtual tie for the winter season, ac- 
cording to the Cooperative Analysis 


Rainier Begins Campaign 

Rainier Natural Soap Company, 
oston, recently acquired by D. 
Joseph Keefe, has. started a 
weekly schedule using newspapers 
throughout New England, plus one- 
minute spots on WBZ, Boston. 
Advertising on the Pacific Coast 
will start soon, and will gradually 
be enlarged until it becomes na- 
tional in scope. H. L. Moore Com- 
pany, Boston agency, handles the 
account. 


F. E. Quish Promoted 


Frank E. Quish, Western repre- 


ters and the New York office. 


New WPB Edict 
Hits Hundreds of 
Metal Products 


Washington, D. C., May 5.—Use 
of iron and steel in the manufacture 
of more than 400 familiar civilian 
products was banned by the War 
Production Board today in another 


sweeping order affecting thousands | 


of manufacturing plants and untold 
numbers of wholesalers, distribu- 
tors, jobbers, retailers and consum- 


will be permitted for the next 90 


days, 
completely by the 
even for 
used by the armed forces. 

The order 


In 


rate of 75 per cent of the 1941 level. 


but manufacture must 
deadline date, 
items customarily 


many only. 


is doubly drastic since 


year, 


cases, the edict means) per cent of 1940. 


Pullmatch, an 
nor non-metallic materials 
paign by 
vision 
Westerville, 


manu- 


account. 


remainder 
their output is restricted to 20 


Pullmatch Campaigns 

advertising book 
match, is being promoted in a cam- 
American Pullmatch di- 
of Kilgore Mfg. Company, 
O. Safety features of 


halt The final 45 days before the dead- 
line are to be used for assembly 


Manufacturers of roofing and sid- 
ing are dealt with separately in the 
manufacturers affected may turn to order. For the 
no other metal except gold or silver. 
many 
that plants will have to be turned 
to war production or shut down for 
the duration, since neither gold nor 
silver 
can be adapted to use. 

During the next 15 days, 
facturers of products on the ver- 
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4th District to Meet 
in Jacksonville 


Members of the Fourth District, | 
Advertising Federation of America, 
will hold their annual meeting at} 
Jacksonville, Fla., May 30. Because | 


Rationing Cuts 
Auto Use, Boosts 


of _war conditions, a one- -day 
pr ag program is Solan | Transit Figures 


Associated Dailies of Florida will 
hold its annual meeting in Jack- 
sonville the same day. 


Bureau Report Discloses 
21 Per Cent Gain by | 
Public Carriers 


New York, May 5.—Wartime ra- 
tioning of tires, gasoline and auto-| 
mobiles has already resulted in 
drastic curtailment of highway 
travel, according to the Traffic Audit 
Bureau’s second report of traffic 
circulation, released today. 

The gap between growing transit | 
{circulation and decreasing local 
automobile transportation widened 
with increasing speed in March, 
while February figures on highway 
traffic, reported for the first time, 
dipped sharply. 

Street cars and buses carried 21 
per cent more passengers in March, 
1942, than they did in 1940, as com- 
pared to a 19.9 per cent increase 
in February and 16.8 increase in 
January over the base year. 

Automobile circulation recorded 


“WFEDEF Flint Michigan said to join you 
and see the world.” 


—— 


HIGHWAY TRAVEL DECLINES: TRANSIT BUSINESS UP 


COMPARISON OF TRAFFIC CIRCULATION 
1942 we 1940 


Zonite Accused 
of Using False 
Claims by FTC 


JANUARY —— wd apru | may | sume | sury | aucusr | sepremere! octonen | NovEeMmen| oecemeen | 
+ c | : mas | Washington, D. C., May 7.— The 
| — LEGEND — ‘ || }__ | Federal Trade Commission ventured 
——= AUTOMOBILE CIRCULATION BASED wT T ” : . eee ° * . . 
OM COUNTS TAKEN AT S63 COUNTING | | i a into the feminine hygiene field to- 
raiciaenpsocrseaheariagh | day by charging Zonite Products 
em TRANSIT CIRCULATION BASED ON ; T T T T . . A ; 
REPORTS FROM 937 OF THE INDUSTRY | z Corporation and its agency, H. \. 
—— HIGHWAY TOAPFIC BASED ON | | | ; Kastor & Sons Advertising Com- 
REPORTS Fnom eB STATES T . . — 
pany, with false advertising of Zon- 
ite and Zonitors. 
FTC branded as “false and decep- 


tive” claims that the products pre 
serve the health of women; 
effective in destroying germs 
bacteria and in treating infectio 
are reliable and dependable cont 
|ceptives; are harmless for use in 
feminine hygiene and are non-caus- 
tic. 

FTC charged further that copy 
for Zonite and Zonitors is false 
cause it fails to reveal the harm!) 


“a6 


Decreasing local eute transportation and highway travel, and gains in transit 
circulation as a result of car, tire and gasoline rationing, are revealed in this 
chart prepared by the Traffic Audit Bureau. 


| of Columbia. 


effects that may result from their 
use. The complaint alleges tiiat 
when used, the preparations liber: te 


at 585 counting stations in 111 cities | lations over 100,000, the remainder 
and towns during March, 1942, was| ranging from 125 to 100,000. 
two tenths of one per cent below The highway figures, compiled 


; ; : , chlorine and contain other caustic 
the same month in the base year,)/from information supplied by 28 ingredients “definitely capable of 
1940, whereas February was 2.5 per | States that have maintained automa- bleaching, irritating and otherwise 
cent higher than 1940 and January tic counters at the same locations injuriously affecting delicate 
3.8 per cent higher. The cities and| for more than three years, show | tissues.” 
towns clocked in the study are lo-| that January, 1942, was 15.5 per pc also contends that in a ma- 


cated in 31 states and the District | cent ahead of 1940, while in Febru- jority of cases, it is impossible for 


Forty-one have popu- ary it dropped to 6.6 per cent. Zonite and Zonitors to reach all 
The TAB also reported a check of | germs and bacteria, with the result 

| 42,632 automobiles in 153 cities, to that effective remedial action is 

|determine the average number of ; 


“not possible.” 
Issuance of the complaint is ex- 
pected to lead to a protracted battle, 
since FTC charges strike at the 
heart of the Zonite sales story in the 
personal hygiene field. That the | 
advertiser will fight the case is con- . | 
sidered a _ foregone’ conclusion, ‘ 
. 


occupants. Virtually no _ increase 
has been shown and the number of 
passengers per car is still less than 
two, indicating that only 40 per cent 
of the effective capacity of the 
average car is now being used. 
Results of this study have been 
turned over to the Office of Civilian 
Transportation and the War Produc- 
tion Board by Dr. Miller McClin- 


although FTC procedure allows a 
20-day period for the 
formal answer. 


filing of a 


tock, director of TAB, in his capac- t 
The Post-Gazette is the only daily Pittsburgh news- ity as executive director of the Ad- ' 
: : a? / vertising Council. Company Changes Name 
paper which has shown a consistent gain in Retail As a result, a drive for automo-| “ph. ham-Duplex Razor Company 
ee . 7 . ; ae _ : a . . « ad P AZ any, 
Advertising over a period of months—and years! bile pooling has been included in| mystic, Conn., has changed _ its \ 
the radio allocation plan of the |name to Durham-Enders. Razor f 
— Facts and —— Corporation. The company makes k 
larly reports from this continu-| both Durham-Duplex and Enders 
, FIRST QUARTER RETAIL ADVERTISING GAIN AND LOSS |ing study should provide an inter-|speed razors and blades. It is I 
- esting check on the efficiency of the planned to expand advertising for I 
e e FOR THE FIRST QUARTER |OFF campaign for pooling cars, and |the two razors under the direction t 
| should also give an index of the of Erwin, Wasey & Co., New York. r 
OF 1942 a | stability of outdoor advertising cir- 2 a earner j 
— gata ——_ A Celebrates 50th Year v 
. |of workers who drive to their jobs ‘tga : ' > Cc m a 
The Pittsburgh Post - Gazette should not only save rubber and). The Times, Fort Mill, S. c.. 3 : 
° ° ‘ : any Ty es: ~ cently celebrated its 50th anniver 
gained 120,805 lines of Retail —— a = ae age conges~ | sary. It was established and is still 
ee . ® ion, u shou lelp maintain) being published by William R. 
Advertising, while the Sun-Tele circulation of outdoor media. Bradford. 
graph was only 12,295 lines 
ahead and the Press dropped 
67,895 lines, 


, 


FOR 
TEN 


a 


Ci 
a 


FOR THE PAST 
TWO YEARS . 


The Post-Gazette's Total Retail 
Advertising Gain has almost 
equalled the COMBINED gains 


of Pittsburgh's two other daily 
newspapers. 


In a comparison of 1941 versus 
1932, 
only Pittsburgh daily newspaper 
to show a gain in Total Retail 
Advertising. 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


ONE OF AMERICA'S GREAT MARKETS — ONE OF AMERICA'S GREAT NEWSPAPERS! 


* 


x 


THE PAST 
YEARS... 


Worcester has money to spend. The industrial wage earner’s 
envelope contains 25°% more than it did a year ago or an 
average of well above $40 per week. 

This huge industrial Central New England Market keeps 
tuned to WTAG. WTAG'’s ratings far exceed the totals of all 
other stations combined — morning, noon, and night. Ask for 
the complete details. 


You Buy Time—- 
a An Audience 


the Post-Gazette was the 


WORCESTER 


NBC BASIC RED NETWORK 
EDWARD PETRY & COMPANY, NATIONAL REPRESENTATIVE 
Owned and operated by The Worcester Telegram-Gazette 
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FOR THE RED CROSS 


core SB MOTORS OF CANADA Limited 


General Motors of Canada is sponsoring 


the short film "There, too, go |," pub- 
licizing the war program of the Canadian 
Red Cross whose drive for $9,000,000 
opens May II. Anna Neagle, actress, 
who donated her services, is pictured in 
this full page advertisement appearing 
in selected newspapers and in color in 
magazines. The film will be 
throughout Canada. Maclaren Adver- 
tising Company is the agency. 


‘No Let Down,’ 
Salesmen Assured 


shown | 


by Ruppert Adman 


New York, May 6.—Intensive 
promotion in its trade area will be 
launched by Jacob Ruppert Brew- 
ery in a remainder-of-the-year 
campaign, sales’ representatives 
were told at the annual meeting 
here this week. 


James P. Duffy, Ruppert’s direc- | 


tor of advertising, said the program 
would utilize 114 newspapers, 28 


radio stations, 2,189 24-sheet poster | 


locations, 92 high spot bulletins and 


walls, and program, class magazine, | 


foreign 
business paper advertising. 
“There will be no let down in 


language newspaper and 


Ruppert promotional activities,” Mr. | 


Duffy said, “except as requested by 
the government in the interest of 
national defense and victory.” All 
illuminated iposters and _ bulletins 
will be blacked out in restricted 
areas and critical materials neces- 
sary for the war will be eliminated, 
he promised the group. 


Hear Sikes, Hyde 


Other speakers who addressed 
the meeting 
Sikes, Eastern manager of the 
ANPA; Earl Hyde, Eastern sales 
manager of General Outdoor Ad- 
vertising Company, and Rufus C. 
Maddux, vice-president of Mutual 
Broadcasting System. Ruthrauff & 


Ryan directs the Ruppert account. 


RUNS CONVERSION COPY 
Chicago, May 6.—The Pabst beer 
conversion series copy, which fea- 
tures a tin can marching off to duty 
while leaving his market ably filled 
by bottled beer (ADVERTISING AGE, 


THERE CAN BE 


BUT G/F CHOICE 


AW Omak 


580 KC. * 5000 WATTS 
Oweed ond Operated ty 
Weedmes of the World Ute teverence Seclety 


JOHN J. GILLIN, JR., GEN'L MGR. 


JOHN BLAIR CO., REPRESENTATIVES 


included Allen B.| 


April 13) is being shifted by Pabst 
Brewing Company into Northeast- 
ern markets via newspapers. 

The campaign, which consists of 
three advertisements, has been run- 
ning in consecutive markets since 
early March, generally following a 
meeting of Pabst distributors in 
each area to determine whether the 
beer can supply has been depleted. 
In New York, for example, the 
company learned that distributors 
had some 60,000 cases of canned 
beer on hand, and consequently de- 
layed the opening of its conversion 
copy. When the complete schedule 
is run, which takes some time be- 
cause of the checking involved, the 
conversion copy will have appeared 
in some 200 cities. Lord & Thomas 
is the agency. 


Library Displays Ads 

Full-page advertisements from 
daily newspapers are on display at 
the Public Library, Newark, N. J., 
to illustrate the part which national 
advertisers are taking in the na- 
tion’s war program. Among the 
advertisers represented are Beth- 
lehem Steel Company, Westing- 
house Electric & Mfg. Company, 
National Association of Manufac- 
turers, American Federation of 
Labor, General Electric Company, 
Consolidated Edison and Interna- 
tional Harvester. 


Taylor to Minneapolis 

Brooks Taylor, in Batten, Barton, 
Durstine & Osborn’s Chicago office 
for the past two years, has joined 
the Minneapolis office as account 
representative. 


| Chubb Appointed 


Howard L. Chubb has _ been 
appointed supervisor of the Cincin- 
nati district for Frankfort Distil- 
leries, Inc., with jurisdiction over 
17 Ohio counties. 


To Produce Reporter Co. 


Sewall M. Osgood, for the past 
20 years Western manager of Hard- 
ware Retailer, has resigned to join 
Produce Reporter Company, Chi- 
cago. 


| KUTA Power Raised 


Station KUTA, Salt Lake City, 
has increased its power from 250 to 
5,000 watts. Effective Aug. 31, Sta- 
tion KLO, Ogden, Utah, will cease 
to be affiliated with the Blue Net- 
work, and joins Mutual. 


Peyton Names Agency 
Peyton Packing Company, El 
Paso, Tex., has appointed Mithoff 
& White Advertising, El Paso, to 
handle a new regional campaign 
featuring the Peyton name. News- 
papers, regional magazines, outdoor, 
radio and car cards will be used. 


Johnson to Myers 


Oscar Doyle Johnson, formerly 
production head of Philadelphia 
Electric’s advertising department, 
has joined Willard G. Myers Adver- 
tising Agency, Philadelphia. 


To Deutsch & Shea 

Write, Inc., New York, carbon 
paper and typewriter ribbons, has 
appointed Deutsch & Shea Adver- 
tising Agency, New York. 


HW rite us, on your letterhead, for the full SMileage story 


... just when it’s needed most! 


Jeepers, creepers, what a difference SMileage makes! 
The going gets pretty heavy, sometimes. 


Ordinary methods bog down in certain territory. 


Cash in now on the healthy curiosity of over 


*5,000,000 SMileage-sparked prospects! 


*Impartial surveys prove that more than ten adult men and women regularly 
read each copy of the 578,000 copies of Esquire purchased each month. 


Then bring on SMileage . .. the light touch! 


And the situation’s well in hand. 


Esquire never lost a sale 
to the news blues, Mr. Advertiser. 
Once SMileage arrives on the scene. 


your reader is ready to go, ready to buy. 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Getting in the Scrap 


To the Editor: You guys gripe 
me. 
On page 1 of your May issue 


you see fit to play up, and even run 
on to Page 35, a story headed: 
“Huge Salvage Campaign Begins to| 
Take Shape.” 

Scrap is important and deserved 
very much the play you gave it, but | 
after all it’s still just a plan. 

In the same issue you relegate to 
the “Getting Personal” column and 
a 2x3 cut, the story of an accom- 
plished scrap drive planned and or- 
ganized by the Peoria Advertising & 
Selling Club. As handled, the story 
is almost an insult to Peoria. 

Properly handled, it could have 
given some real help to the other 
groups planning to organize scrap 
drives. Make no mistake, ads alone 
won’t pull in scrap, any more than 
ads in normal times will sell goods 
without a sales force. You’ve got to 
have organized effort—trucks, men 
and planning. Neither ads nor talk 
will organize a drive. 

To show that Peoria’s Ad Club 
knew how to do it, within ten days 
after Ben Regan of the Bureau of 
Industrial Conservation had asked 
Peoria to get in scrap, the boys had 
gathered 70 trucks, 600 men and 
boys and in a two-day drive pulled 
in 265 tons of scrap iron plus con- 


dunnit first” controversy similar to) 
your now famous knot dispute. I'l) | 
bet you hope knot! 


“TOWN OF TOMORROW" | 


LET GEORGE DO IT 


‘ Pd LEFT IT 
to TOM, 


Tom Herrick, | 
Advertising Manager, Down | 
Beat, Chicago. 

P - > Se 
A Priority on Trees 

To the Editor: How come? 

By way of explanation, our ad- 
vertisement (at the left) appeared | 
|last November in Business Week 
Newsweek, Times, and a list of | 
business papers. We think ADVER- | 
TISING AGE readers will agree that 
its recent companion (pictured| 
alongside) has a resemblance that} 
is most uncanny, to say the least. | 
Incidentally, ad No. 2 carries the 
dateline April, 1942. 

J. H. DINGEE, 

Advertising Manager, Keasbey 

& Mattison Company, Ambler, 

Pa, 


The War and a Door 


To the Editor: It’s not much of a 
place that I’ve got down in the Vil- 
lage—one room, bath and a kitchen 
in the wall. I was sitting in my 


Too few people to do them! 
Will You Help? 
INQUIRE OF ——, “— DEFENSE COUNCIL ABOUT 


Crorges, Toons. Dicks ond Marrys 


To illustrate the havoc which can be 


)radio, and looking at the door. 


'dinary lock. And I got to thinking. 


TOO M MANY TREES IN ONE OF THESE? 


Do you see the forest ...or only the trees? 


Chore me paces hen ere tetnee ee tm pratense! mndmy Tet te ah of oc hem 
etna wre beyond me Gees the mening peter Sees the meet mmeer 


# ewe 


raps we cant see the feresl for the bres 


‘oe wate at ay - “ 


a. Tue Nontuwastenn, Murua 


The copy blocks aren't the same, but there's an unmistakable similarity between 
the forests and trees and headlines in these two advertisements, both of which 
appeared in national magazines. 


HEASBEY & MATTISON 


Pam AM OLE FET e we 


up to me. I might be rude or im- 
polite, but if I so chose, the door 
remained closed. 

On the other hand, if there came 
a knock, and a voice shouted, “Open 
in the name of the law,” I’d have 
'to comply. But, the officer of the 


place one evening, listening to the 
An 
ordinary wooden door, with an or- 


Supposing someone knocked on 
that door. I could open it, or I 
didn’t have to. That was entirely 


prevented in part by public cooperation 
in civilian duties this is one of a new 
series of advertisements created by Bart 


siderable non-ferrous material. 

I could go on to give you the rest | 
of the helpful details, but I know 
you already received most of the 
information from the club’s 
ity chairman and if your use of 
what you got is any criterion, there 
is no point in me going further 
here. 

In times like these when helpful | 
ideas are desperately needed, why | 
not forget that New York and Chi- 
cago form the boundaries of wha 
the general ad papers seem to think 
is Advertising, and give a little rec- | 
ognition to the hinterland. 

Georce C. McNutt, 

Advertising Manager, R. G. Le- 

Tourneau, Inc., Peoria, Ill. 


7 | 
Boosts Civilian Defense 
To the Editor: I live in a typical | 


suburban community located in one ‘of many experienced drivers to the 


of the most highly-industr ialized | 
areas in the United States. 
utter lack of interest on the part of | 
people in donating their services for | | 
civilian defense struck me with ter- 
rific force when I had occasion re- 


cently to take part in an attempt | every-day trips.” 


by my community to enroll volun- 
teers. 

It was this seeming lack of in- 
terest that prompted me to create a | 
series of advertisements designed to | 
bring home more forcibly to com- | 
munity-loving citizens the impor-| 
tance of many people being active | 
in the many services that constitute | 
civilian defense—services that they 
are perhaps not aware of and serv- 
ices that have not received the tre- 
mendous build-up that the air raid 
warden has enjoyed. 

In doing this I was aided by men 
actively engaged in the graphic 
arts: Julius Fenyo, well-known art- 
ist, donated the illustrations, Alex 
Highton offered the services of his 
composing room and Tri-Art Photo- 
Engraving followed through with 
the line cuts. I think it shows a 
real spirit of cooperation 
these men and organizations which, | 
multiplied across the country, could | 
constitute a real striking foros. | 
However, it is not necessary for this | 
to be done in every community as | 
the writer has arranged to supply 
mats to anyone who desires them. 
Unfortunately, these cannot be sup- 
plied absolutely free, as a nominal 
charge would have to be made to 
cover the cost of handling. This 
would have to be $2 if mats were 
supplied or 25 cents if reproduction 
proofs were desired. 

Should enough requests be re- 
ceived, enabling me to get a better 
price on mats, the difference would 
be donated to the USO and Navy 
Relief Fund. 

Here is a real challenge! It re- 
mains for advertising men to take 
up the gauntlet. From the coopera- 


|tion I have experienced, I feel sur 
it would be an easy 
terest newspapers 
in their communities in this so-im 
public- 7 important cause. 


War and Taxicabs 


|discussion in 
t | about taxicab advertising in Chi- | 
cago, 
|we enclose, herewith, proof sheet of | 
an advertisement which 
pared and ran for the Yellow Cab 
Company of Pittsburgh in the Pitts- 
burgh newspapers, headed, “‘War Is 
Hell on Taxicab Service Too!” 


Yet the |order”’ 


| us, either. 


| 
Wakefield. | 


matter to in- 
and periodicals | 


BART WAKEFIELD, 
Carteret — ——— N. J. 


| 
To the Editor: Apropos the recent 
the business press 


New York and Philadelphia, | 


we pre- 


In plain talk, it points to the over- 
;whelming demand on virtually all 
forms of transportation, to the loss 


armed services and to the “freeze 
on automobiles and _ tires, 
“which prevents adding new taxi- | 
cabs at a time when thousands of | 
Pittsburghers are conserving their | 
own cars by using cab service for | 


W. EARL BOTHWELL, 
W. Earl Bothwell Advertising 
Agency, Pittsburgh. 
=~ vv vz 
Puts in Its Copy Claim 
To the Editor: It’s nard to keep 
from saying “we did it first,” even | 
if it probably wasn’t original with 
Anyhow I couldn’t help 
noticing the similarity between the 
back page Chicago Daily News ad | 


eT 


APRIL 1 Sth 


Which is Scotty's way of saying, “the more 
cals you mete, the more impremons you 
and the better " 
remember you! 


leave your eudience «+! 


Advertisers who with to mabe strong. frequent 
mpressions on the music martet use DOWN 
BEAT twice monthly. They know thet “Once 
s good—BUT TWICE IS BETTER! 


DOWN BEAT * 6085 Dearborn * CHICAGO | 


in your issue of April 13 and some 
humorous promotion that we got 
out when we switched from aj} 
monthly to a bi-monthly a couple of 
years back. 

Perhaps this will start a “who! 
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law must first show me a piece of 
paper testifying to the nature of his 
business before the law gave him 
permission to step across the thres- 
hold. 


To me, all this was interesting 
speculation. So I furthered my 
thinking. Supposing the mayor 


rapped on the door—would I have 
to let him in? Or even the President 
of the United States, Mr. Roosevelt 
—what about him? If I recall my 
rights correctly, I would let neither 
of these gentlemen pass until good 
and sufficient reasons were given. 


Think of it! Me! Five-foot- 
three, weighing less than 100 
pounds, somebody nobody ever 


heard of. 
circumstances, I am powerful 
enough to keep 130,000,000 people, 
including the President of the 
United States, waiting outside my 
door while I decide whether to ad- 
mit them. 

A door. 
be opened. 

Many of us ask ourselves, what 
is this war all about? And quite 
likely 
democracy, for freedom. But, what 
is democracy? What is freedom? 
Just words until applied to some- 
thing tangible, something you can 
see and hear and feel. 

Perhaps the door to my place 
gave me a concrete answer 


To be opened or not to 


| 
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question. That’s my door. I pay my 
rent, and it belongs to me. So long 
as I behave myself, so long as I con- 
duct myself as a good citizen, no 
one outside of myself is privileged 
to open that door and enter. 

A door. To be opened or not to 
be opened. That, I think, is democ- 
racy. That is freedom. That is 
the Bill of Rights. That, in a meas- 
ure, is what this war is all about. 

MILTON M. HERMANSON, 

Copy Chief, Jasper, Lynch & 

Fishel, Inc., New York. 


a Ss 


Card of Welcome 


To the Editor: We thought you 


And yet, under ordinary | might be interested in seeing what 


we consider to be a rather novel 

and timely “advance card” which 

we are sending to all customers and 

prospects announcing the = sales- 

man’s first visit with his new line. 

W. H. MuLicarpr, 

Advertising Department, Win- 
throp Shoe Company, St. Louis, 
Mo. 


[Editor’s Note: We are, and thank | 
we say we’re fighting for|you for the war stamp! 


The Win- 
throp “advance card” is a colorful 
folder signed by each salesman, 
and featuring “two of the season’s 
best sellers.” One of these is Win- 
throp shoes, of course, and the 
other is a volume which bears a 


to a'ten-cent war stamp on the back- 


bone, where the title would ordi- 
narily be.] 


v v v 
Aiding the Eagle 
To the Editor: I have read with 
interest the letter of Mr. M. C. 
| Diedrich of Newark, N. J., in your 
issue of April 6. I am enclosing a 
poster which first appeared in our 
April 12 issue which is postdated 10 
|days, which will add to the “eagle's 
'claws” theme. It advises readers to 
| give the eagle claws by buying de- 
| fense bonds and stamps, and to give 
ithe eagle “eyes” by lending bi- 
noculars to the U. S. Navy. 

The poster which was conceived 
by the writer and executed by our 
staff artist, was sent to Mr. Stephen 
Early, the President's secretary. Mr. 
Early has advised me that he 
turned it over to the Treasury De- 
partment as a suggestion for a pos- 
sible poster for that department. 

HAROLD W. SECAN, 

Advertising Manager, New 

York Press, New York. 

a 
A Plea for Accuracy 
in Wartime Art Work 


To the Editor: Many of us who 
were in the last war still have pain- 


anxiety the symptoms of a fresh 
epidemic. May this letter be a plea 
to all those who buy or approve ad- 
vertising art to defend us against 
this threat by refusing to accept 
drawings in which the military and 


jnaval details have not been checked 


‘than 50 feet apart. 


ful recollections of the imaginative | 


but inaccurate art work which 
swept through the advertising pages 
in those days, and we note with 


for reasonable accuracy. 

There is literally no excuse for 
the irritating and ridiculous mis- 
takes which are already appearing. 
The various services have their 
publicity departments from which 
accurate information § is_ readily 
available and cooperation is 
ingly extended. Those artists who 
live in large or medium-sized cities 
have recruiting stations nearby, 
where someone will surely be oblig- 
ing enough to approve the accuracy 
of a sketch or point out its errors. 

I have just been going through a 
pile of industrial magazines and 
here are just a few of the mistakes 
noticed: 

The advertisement of an indus- 
trial company is illustrated with a 
drawing of three coast defense 
guns, elevated at a 45 degree angle 
and busily blasting away. The em- 
placements appear to be no more 
Using a 6-foot 
man as a unit for estimating, the 
smooth, tapered gun barrels are 
not less than 150 feet in length. I 
do not think there are any such guns 
anywhere in the world, Certainly 


will- | 


nd there’s PRINTING PAPER 


Champion Paper’s first obligation is to America. They 
cooperate wholeheartedly with federal agencies, they supply materials for mu- 
nitions, and provide paper for Government use. The capacity of their three 
great plants gives Champion an output well above the greatest production yet 
required of them for war goods, and this is sufficient to satisfy the needs of 
Champion’s many customers. Patriotism does not suggest your foregoing the 


use of printing papers, for supplies are adequate to present wartime demands. 


Advertising on Champion paper continues to be flexible, productive and econom- 


ical. Coated and uncoated book, offset, postcard, cover, cardboard, envelope, busi- 


ness papers—Champion’s line is complete, its values great, its production ample. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


- Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing 


..« Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS « CINCINNATI + ATLANTA 


| collars 
| white braid, and whose neckerchiefs 


they would not be side by side. It 
would take a student of gunnery to 
estimate the range of such a gun, at 
such an angle, but it would prob- 
ably exceed 100 miles — which 
would require fairly close sighting 
on a target—somewhere out at sea! 

There’s another advertisement 
with a heading about “Full Speed 
Ahead” and illustrated with a well- 
executed drawing of two officers on 
the bridge of a ship. But the har- 
bor ahead is jam-packed with other 
vessels—surely no time for full 
speed! But worse than this, the 
lengine room telegraph by which 
the officer is signaling has the 
| Ahead and Astern signals reversed. 

Our next example has four small 
illustrations. One shows a sailor 
signalling with the semaphore flags, 
but the diagonal line on the flag 
runs from the two wrong corners. 
Another drawing shows a _ soldier 
on sentry duty, standing at port 
arms. Measure the length of his 
rifle against his own height and you 
will find that it comes to his arm- 
pit, which was a good average 
length in Dan’l Boone’s day. 

It is not splitting hairs to criticize 
mistakes of this kind, nor is it un- 
reasonable to protest against even 
/minor mistakes. Everyone who has 
i}been or is now in service knows 
‘that every detail of military and 
/naval life is precisely regulated, and 
a thing is either right or very defi- 
initely wrong. There are no shades 
and gradations. Every detail of the 
uniform must be correct, or the 
man inside is an impostor. Army 
men of the last war will remember 
the advertising soldiers whose 
spiral puttees were wrapped the 
wrong way, the way they just 
simply won't wrap, and the officers 
with their Sam _ Browne belts 
crossed from the wrong shoulder. 
Those of us who were in the Navy 
still writhe at the memory of those 
advertising sailors whose white caps 
looked like wash-basins, whose rat- 
ing badges were on any sleeve the 
artist preferred, whose cuffs and 
bore any given amount of 


were knotted like a schoolgirl’s hair 
ribbon. 
Foc LOcKER, 
Boston, Mass. 


,  F 


A Dead Giveaway 

To the Editor: Regarding the 
Chicago Daily News illustration ot 
the checker players in the ad in 
your April 13 issue, the flying per- 
spiration is a dead giveaway! 

The customers are right; the 
artist wrong. It’s white’s move- 
disproving, in this case at least, 
that three are better than one. 

Very elementary, my dear editor, 

and interestingly inconsequential. 

LEONARD M. Nour, 
L. M. Nohr Company, Stevens 
Point, Wis. 


EVERY ADVERTISING 
MAN SHOULD KNOW 
ABOUT /Pullmatch 


Learn today about Pullmatch — the new 
match that offers more copy space, makes 
lighting safer and easier, and keeps the mes- 
sage before the eye. Here are the exclusive 
Pullmatch features: 


*% They light with a pull. 
*% They light only with safety pres- 


sure. 

*% They have "Sealed Heads for 
Safety”. 

*% They have waterproofed Striker. 
Strips. 


% So safe, they can be mailed. 


Let us send you some Pullmatches 
to light, study, and tear aport to 
see the safety construction. Then 
put them to work making adver- 
tising dollars pay dividends. 


AMERICAN PULLMATCH DIVISION 


of The Kilgore Manufacturing Co. 
101 E. Broadway St., Westerville, Onie 
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Admen in the 
Armed Forces 


Semmens — 


Major John R. Reilly, vice-presi- 
dent of Carroll Dean Murphy & Co., 
Chicago, has reported for active 
duty at the Ogden ordnance depot, 
Ogden, Utah. Maj. Reilly is a vet- 
eran of both the first World War 
and the advertising business, having 
served with Marshall Field & Co., 
Crowell - Collier Publishing Com- 
pany and the Chicago Daily News. 
He has four sons now on duty with 
the country’s armed services. 

Bruce J. Nelson, business and 
national advertising manager of the 
Telegram and Leader, Eau Claire, 
Wis., has enlisted in the U. S. army. 

A. B. Chamberlain, chief engineer 
of the Columbia Broadcasting Sys- 
tem, has been called to active Navy 
duty in Washington. Mr. Chamber- 
lain has held a reserve commission 
as lieutenant-commander since 1935. 

David Lasley, formerly sales pro- | 
motion manager for the Western di- 
vision of the Blue Network, is now | 
serving with the Army. 

Seth Dennis, member of the Blue 
Network’s promotion department, 
has resigned to join the Army, and 
is temporarily stationed at Fort Dix, 
N. J. 

David L. Berliner has resigned as 
account executive at Beacon Adver- 
tising Agency, New York, to join 
the U. S. Naval Reserve as a com- 
missioned officer. 

Kenneth Sweet, for the past three 
years with the advertising depart- 
ment of the State, Columbia, S. C.,| 
was inducted into the Army re-| 
cently. 

Charles N. DeRose, general man- 
ager of WHYN, Holyoke and North- 
ampton, Mass., has been ordered to | 
report at the Army officers’ training | 
school in Miami Beach, Fla. He has} 
the rank of first lieutenant and 
after his schooling at Miami Beach | 
will report to the commanding gen- | 
eral at Maxwell Field, Ata., where | 
he will be in the radio section of | 
the Air Corps. His duties as gen- | 
eral manager of WHYN will be} 
taken over during his absence by 
Pat Montague, who is commercial 
manager. 

E. N. Axtell, executive assistant 
to the president of Russel M. Seeds 
Company, Chicago, has gone into ac- 
tive service as instructor in military 
science and tactics in the Chicago 
high schools. 

William J. Clew, formerly 
the Hartford Courant, has 
commissioned a 
Army. 

Martin Leich, manager of WBOW, 
Terre Haute, Ind., has been called 
to service as an ensign in the Naval 
Reserve. 

Helen Anderson, in the sales pro- | 
motion and advertising departments 
of Helena Rubinstein, Ltd., in Lon- 
don and Toronto, has joined the 
Royal Canadian Air Force. 

Vera Puckering, with J. J. Gib- | 
bons, Ltd., Toronto, research de- 
partment, has joined the Canadian 
Women’s Army Corps. 

Lieut. R. O. Baumrucker (Naval 
Reserve), with the Cleveland office 


| 
| 


with 
been 
captain in the 


of McCann - Erickson, has received 
orders to report for duty May 20. 
William C. Arther, president of 
the Ensign Advertising Agency, 
Pittsburgh, and an instructor of ad- 
vertising at the University of Pitts- 
burgh, has received a commission 
as captain in the Army Air Corps 
and, after a six-week training 
course at Miami Beach, Fla., will go 


on active duty in the combat intelli- | 


gence department. 

. M. Corson, national advertis- 
ing manager of the Pittsburgh Post- 
Gazette since 1934, has been com- 
missioned a major in the Army Air 
Corps, which he left in 1925 after a 
nine-year period of service which 
included action during 


World War in France. He is sta- 


tioned at present at Miami Beach, 
Fla. 


| 


Adolph O. Frey, executive vice- | 


president of the Pittsburgh Con- 
vention and Tourist Bureau, has 
been commissioned a captain in the 
Army Air Corps and is now sta- 
tioned at Miami Beach, Fla. 


OPA Adds Admen 


To Tracy, Kent & Co. Allen Moves Plant 


Federal Electric Products Com- C. S. Allen Corporation, Broo! 
pany, Newark, N. J., has appointed!lyn, confectionery manufactur: 
Tracy, Kent & Co., as its advertis- 
ing agency. J. F. Donovan 
account executive. 


| Coe Named Editor 


Charles E. Coe has been appointed | 
special 


Madison avenue, New York. 


France to Arndt 
France Mfg. Company, Philacd: 


among new section chiefs appointed “The Erie Railroad Magazine,’ to piston ring advertising in indust) 


by the Office of Price Administra- 
tion. Christopher J. Dunphy, for- 
mer director of advertising of Para- 
j}mount Pictures, Inc., heads the 
|amusements section. S. J. Duna- 
way, ex-president of Expello Cor- 
poration and advertising manager 


the first of B. T. Babbitt, Inc., is chief of the 


|retail and wholesale trade section. 


succeed the late Frank M. America. and trade magazines. 


F. T. Miller Promoted O'Dell Promoted 


Fred T. Miller has been named W. F. O'Dell, formerly a mem! 
assistant to J. J. Werner in the of the Detroit sales staff of R 
cereal sales promotion and adver-| Federal Research Corporation, 
tising department of Miller Cereal 


Mills, Omaha, Neb. |ager for the Midwest area. 


ti 


ROCKY MOUNTAINS 
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SELKIRK MOUNTAINS 


representative of the Erie phia, has appointed John Falk», 
Two former advertising men are | Railroad in Cleveland, and editor of Arndt & Co. as agency to place 


has moved to North Webster, Mas:__ 
is| maintaining a sales office at 35 


been appointed research sales m: )- 
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instalment Credit 
Rules Tightened as 
New Price Control 


Reserve Board Follows 
Presidential Order in 
Anti-Inflation Move 


Washington, D. C., May 6.—Step 
number two in the nation’s anti- 
inflation program was taken today 
when the Federal Reserve Board 


‘carried out President 


Roosevelt's 
bidding by tightening restrictions 
on instalment credit. Although less 
drastic than step number one, the 
general price freeze, the credit order 
is expected to have widespread re- 
percussions on normal business 
practices. 

Principal changes in credit con- 
trol—all of them taking effect im- 
mediately—involve a broadening of 
the list of consumers’ goods under 
regulation, a reduction in the re- 


payment period and an increase in| 


the minimum down payment, an 
expansion of the scope of the origi- 
nal regulation to include charge ac- 
count sales and_ single - payment 
loans, and a requirement that the 
minimum instalment payment be 


$5 a month or $1.25 a week. 

Additional products placed under 
regulations include automobile bat- 
teries and accessories, tires and 
tubes; bedding; draperies; binocu- 
lars; household electrical appliances 
not hitherto listed; used furniture; 
jewelry; luggage; athletic equip- 
ment; table and kitchenware; pot- 
tery and glassware; yard goods; and 
non-military clothing and furs, in- 
cluding shoes, hats and other haber- 
dashery. 

The maximum maturity period for 
instalment sales was cut to 12 
months, and the required down 
payment for listed products in- 
creased to 33 1/3 per cent. Excep- 
tions include automobiles, on which 
a one-third down payment and 15- 


month repayment period will be 
continued, and furniture and pianos, 
on which down payments must be 
raised from 10 to 20 per cent and 
the maturity period cut to one year. 

Regulation over charge accounts 
involves only listed articles. The 
board ruled that unless payment is 
made by the tenth day of the second 
calendar month after purchase, no 
further credit may be extended to 
buy any listed article until the items 
in default have been paid for in full 
or have been placed on an instal- 
ment basis for payment within six 
months. No down payments are 
required on charge account pur- 
chases. 

Single payment loans of $1,500 or 
less are limited to a maturity of 90 


BOOK OF REFERENCE THROWS LIGHT ON A 
MARKET THAT IS DISTINCTLY DIFFERENT! 


* 


Yes, the Spokane Market is Dis- 
tinctly Different. Note below the 
definitions of its four boundaries 


as given in the COLUMBIA EN- 
CYCLOPEDIA. Within these mountain walls is 
found one of the most productive and diversified 
areas in North America. The Spokane Market 
is as large as New England. It has more people 


than live in Pittsburgh, nearly as many as live in 
Boston. It produces tremendous quantities of 
the wheat, meat, wool, metals and lumber which 


EASTERN BOUNDARY 


a 


MACKENZIE, 


Rocky Mountains, the longest and highest mountain 
system of North America, consisting of a series of 
ranges extending from the ALASKAN RANGE (Mt. 
McKinley, 20,300 ft.) S through Canada and the 
United States into New Mexico. It includes the 
PELLY, 
SELKIRK mountains in Canada, and the BITTER- 
RooT, Lewis, Big Belt, Little Belt, ABSAROKA 


StTIKINE, CarRrBoo, and 


WESTERN BOUNDARY 


Cascade Mountains, northern continuation of the 
Sierra Nevada range, ab. 500 mi. long, which 
parallels the Pacific coast (and the Coast ranges) 
at a distance of from 100 to 150 mi. through Oregon 
and Washington, into British Columbia. The range 
shows evidence of volcanic activity in the later geo- 
logical periods, and all the highest summits are 


Tour SpnavEcCMAR 
[THE SPOKESMAD 
MORMING 


Advertising Representatives 


JOHN B. WOODWARD, Inc. 


New York — Chicago — Detroit 


Los Angeles — San Francisco 
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EVENING 


the country needs today. 


In 1933 construction 


was begun on Grand Coulee Dam, a daring en- 
gineering project designed to harness the na- 
tion’s second largest river. Today the dam is 
completed and turbines are converting the on- 
ward rush of the Columbia into power for new 
industries. As a result of Spokane’s strategic 
location, over $140,000,000 in new capital is be- 
ing invested in the Spokane area—thousands of 
skilled workers and their families are flocking 
here in order to benefit from the many new op- 
portunities and swelling payrolls. 


NORTHERN BOUNDARY 


Selkirk Mountains, range of the Rocky mts., SE 
Br. Columbia, E of Kootenai and Arrow lakes 
and within the great bend of the upper Columbia 
river. It rises to 10,800 ft. in Mt. Sir Donald, and 


comprises some splendid 


scenery. A_ railroad 


crosses the range between Revelstoke and Banff. 
Much of the Selkirks has been set aside for national 


SOUTHERN BOUNDARY 


Blue Mountains. 


mountains averaging ab. 6,000 ft. in elevation in 
NE Oregon and SE Wash., which, with the Powder 


2 A wooded range of 


River mountains, separate the Columbia River 
valley from the Great Basin. 
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Color Representatives 


Sunday Spokesman-Review 
Magazine and Comic Sections 


Newspaper Groups, Inc. 


ITS THIRD WAR 


.. . Goes to its third War 


CLOVER Leaf Salmon, veteran of 
ithe Boer Wer, 1899, end World Wer, 1914, 
i off egam on sctive service to World Wer Neo. 2. The 
need = Groot Beto ber solmon «ler more wrgent todey then 
te wes twenty bee voor oge Whilst enormous quentiner were 
Ce ee 
to Conede 

The tame bowers: the entire peck will ge eremeer. the 
homilies Clover Lee! lebele will be sheent ler the fet tne 
te ore By peer 


As quickly at condicens permit, Clett Leet Seine bt 
wer te Metter 


fetere egein te Comedian tebler from Vicvore 


BRITISH COLUMBIA PACKERS 11 


AanCOuvti &® Ba 


MBIA 


| The United Kingdom will take all canned 


icle costing $15 or 
| payment 


salmon for the war's duration but Clover 
Leaf brand will be returned to Canadian 
tables as quickly as possible thereafter, 
British Columbia Packers emphasizes in 
this first of a series of newspaper ads. 
J. J. Gibbons, Ltd., is directing the 


campaign. 


days. In cases where such a loan 
is granted to purchase a listed art- 
more, a down 
is also required. If not 


paid within 90 days, such a loan 
must be placed on an instalment 
basis. 


Federal Reserve also removed the 
existing exemption from down pay- 
ment requirements of instalment 
sales which mature within three 
months; retained provisions covering 
seasonal adjustments and so-called 
“farmer” plans; and retained such 
other exceptions as those applying 
to real estate loans. 


Yeager Succeeds Rollins 
As “Cosmopolitan” P. M. 


Charles Yeager has been ap- 
pointed promotion manager of Cos- 
mopolitan, replacing Malcolm G. 
Rollins, who has become promotion 
manager of Good Housekeeping. 

Mr. Yeager for the past seven 
years has been with Hearst Maga- 
zines, New York, in charge of pro- 
motion for American Druggist and 
Motor. 


Mutual Billings Rise 

Mutual network billings for 
April, 1942, amounted to $904,845, 
an increase of 88.4 per cent over 
April, 1941, when the figure was 
$480,284. 

Cumulative total for the first 
four months of 1942 was $3,920,986, 
compared with 1941's $1,941,446, 
representing an increase of 101.96 
per cent. 


W'VD 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


NOW 5000 WATTS 


The unique position of WEVD 
with a large section of Metro- 
politan New York's radio audi- 
ence is evidenced by— 

(1) The feature boxes of news- 
paper radio program pages. 
(2) The large number of 
famous advertisers on the 


Station continuously year after 
year. 


Ask for ‘‘Who's Who On WEVD 


sent on request 


WEVD 


117-119 West 46th St., New York, N.Y. 
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Vint Heads Canadian 


Jury of Awards 


C. R. Vint, president, Colgate- 
Palmolive-Peet Company, Ltd., has 
been named chairman of the 1942 
Advertising Awards Jury of the 
Association of Canadian Advertis- 
ers. Other members of the jury are: 

H. H. Rimmer, Canadian General 
Electric Company; J. W. Thain, 
Canadian Association of Advertis- 
ing Agencies; J. R. Robertson, 
Poster Advertising Association of 
Canada; Aubrey Burrows, Canadian 
National Newspapers & Periodicals 
Association; Wesley McCurdy, Ca- 
nadian Daily Newspapers Associa- 
tion; Glen Bannerman, Canadian 
Association of Broadcasters; and 
C. V. Charters, Canadian Weekly 
Newspapers Association. 


Robinson Named Editor 


Navy, Ine., publisher of Navy 
Pictorial News and Army Pictorial 


C. B. Nash Recalls 
Priorities and 
Blackouts of 1917 


Pittsburgh, May 5.—The years 
were rolled back 25 years—back to 
another wartime period in the his- 
tory of the United States—as one 
of the nation’s veteran figures in 
the advertising field compared ad- 
vertising in 
World War II at a meeting of the 
Pittsburgh Advertising Club here 
last week. 

The speaker was Charles B. Nash, 
vice-president in charge of pub- 
licity and advertising of the Ameri- 


World War I and} 


HUMAN INTEREST Van Range Copy 
Aims at Post-War 
Consumer Market 


Cincinnati, O., May 6.— Keying 
lits wartime copy to the service 
theme, the John Van Range Com- 
pany, manufacturer of food service 
equipment, is maintaining its ad- 
vertising despite the fact that Uncle 
Sam is its biggest buyer and non- 
defense customers are temporarily 
second-best. 

The company, considered the 
largest in its field, plans, designs, 
manufactures and installs equip- 
ment for the preparation and serv- 

| |ing of food in public institutions, 

/.. % Gas : 
. hospitals, schools and colleges, 
& hotels, clubs, restaurants and tav- 
| ~ ReSa erns, government branches, etc. As 
early as last summer the company 


| thing necessary to the preparation 


COPY ADJUSTED 


=~ We 
os | VICTORY 
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VICTORY! 
ed connaten couphntysheehes 


the National Detense. Every 
every mache and every poun 
LZ lL 5 ‘f= =esmential material for new cons 
on ils belly tion allocated to some work 
Napoleon was nght —hghtng men vital necessity to the United S 
must be well fed. Our own country in its supreme struggle. This 
has gone “all out for defense” and 
we have enlisted “for the duration. 


tion will continue until the wa 
won. however long it may last 


Mest of our resources are already wer much & moy cnst 


devoted to equipping the armed 


a = industrial plants of the > ? Aas p. id On 


JOHN VAN RANGE John Van Range 
FOOD SERVICE EQUIPMENT Fooq Service Equipment 


To this task we bring the experience 

of ninety hve years in planning food @ The Government recognizes 
service layouts and im designing hospitals are essential to the 
manufecturing and installing every tional defense. We invite hos; 


executives to avail themselves of 
and serving of foods with the natural 


tacuities for maintamuing norma! 
juices. flavors. colors and nutritious 


service wm all departments. m acco 


N we ; can Radiator & Standard Sanitary 
“ ews, has announced that Fred L. Corporation. Mr. Nash was the 
Jack” Robinson, who has been 


business manager of both publica- second president of the Pittsburgh 
tions since 1933, has been promoted | 4dvertising Club, heading it 
to editor. 


in| Co., 
1909, the year after it was founded. | 


Braise from Pasadena 


right here... 


GEORGIA 


4 


FLORIDA 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


You get both with: 


_NEW ORLEANS 


50,000 watts - - clear channel 


It’s interesting to know that your Deep South programs over this 
50,000-watt, clear-channel station will be heard and appreciated 
in California, in the depths of the Canadian wilds and by long- 
distance fans everywhere. 


But it’s far more important to realize that through WWL you 
dominate New Orleans - 
Deep South. 


- and a big slice of the prosperous 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


Henry M. Reed, chairman and president 
of American Radiator & Standard Mfg. 
which ran last January in newspa- 
pers and national magazines, provoked 
| the highest reaction from the reading 
public in the company's history. Charles 
B. Nash, vice-president in charge of pub- 
licity and advertising, said the ad drew 
many touching letters from all fields 
of life. 


| This illustration and annual message of 


At that time, he was advertising 
manager of the Standard Sanitary 
Corporation, which in later years 
was merged with American Radia- 
tor, and he has continued in charge 
of advertising and publicity of the 
combined companies ever since. 
Priorities Not So New 

“When the word ‘priority’ came 
in, many thought it was new,” Mr. 
Nash said, “but I find in going 
|through some of the records of 
advertising in World War I, that on 
July 3, 1918, our company’s sales 
manager addressed a letter to our 
sales organization, advising that ‘to 
comply with the requirements of 
the Fuel Administration, we will 
classify all orders received in the 
future in relation to the bearing 
they have on government activities. 
In doing this, we need your cooper- 
ation and request that you specify 
on each order to what use the mate- 
|rial will be put and, if for govern- 
|ment work, give us the government 
order or priority number.’ 

“In the same files, I found adver- 
\tisements relating to ‘blacked-out’ 
| cities on the Eastern Seaboard. 

“Today, on the whole, the adver- 
|tising man’s lot is a tough one. 
Minus products to illustrate and 
enthuse about—minus new markets 
|into which to blaze trails, plus 
priorities, plus shortages, plus cen- 
sorship restrictions—well, it totals 
up to almost zero. 


One Name Important 


“Of course, there remains the 
family background to talk about, 
and the family name to be kept 
alive through institutional advertis- 
ing, or a continuing program. Then 
there is the possibility of a program 
| which will enable the advertiser to 
contribute materially to the war 
effort on the home front in terms 


of a real patriotic service, but it) day over WJZ, New York, begin- 
should and must be in terms of| ning May 3. 


|genuine service—not flag-waving. 


“In this respect, I want to leave | sumer 
with you as advertising men one| retail policies, wartime regulations, 
thought: Think only in terms of | Conservation practices, and supplies 


winning the war. Fear not a tem- 
| porary loss of prestige or popularity 
for your company or its products. 


. 
As the good Americans that you 


jare, think of protecting and saving | and 
}one name only and all will be well 


|—and that name is the 
|States of America.” 


Issues “Money-Monitor” 


Pepsi-Cola Company, New York, | '"8 Series. 


is distributing to its dealers a new 


8-page illustrated booklet on “How 
to Detect Counterfeit Bills,” 
pared by the U. S. Secret Service. 


Coleman Named President . ‘ ’ 
| O. C. Coleman, formerly vice- Rhine Wins Promotion 
|president of Canadian Pacific rail- 


|way, will succeed Sir 
|Beatty as president. Sir Edward 
|who is resigning because of il 


health, will remain chairman of the| manager of the industrial depart- || 


board. 


United | tising. 


display, the “Money-Monitor,” for/|** oe 

cash register or back-bar use. This Charm Adds Meyer 
|display has attached to its back an} 
»| motional 
pre- | Advertising Agency, New York, has motive 


Edward \ager of the industrial department 


was so heavily involved in govern | sltements intect for keeping fighting TO a “woe priority. ratings 


> . men and workers properly ted. 
ment business, direct OF UNCEL PT i- | we are sti able to take care of the In this emergency we are very mur 
eae ° . | urgent needs of our hospital cus ful that our present ability to 
orities, that officials determined to | 2% Uo secscssbio promptncss casistence to the Government o 4 
reduce efforts to obtain immediate | 10 (et 26m Rowse. we ib large dope. 9 Go greet velu 


cannot guarantee either prices or of business with which the hospiis 


" ” a . | delivenes should government prior of America have favored us in 
orders from non-defense buyers and ties make further demands upon our past We hope to be equally lavor 


to prepare them for further restric- | "+ +94 = power when the emeepency is over 


. . | We invit ar im@qeiri 
tions. By December it was engaged _ sbiect te there conditions . 


almost exclusively in defense con- | he John Van Range @ The John Van Range 


struction and normal commercial SSS accier ie Prager Cee 
orders were obliged to wait their | «asesisronar cmcmmano 40418 tevertes Ave Cininnet © 
turn. The importance of anticipat- 
ing equipment requirements was in-| The shifting scene, as regards priorities 
dicated in copy which appeared in| and government war demands, is re 
business papers that month. flected in these two business paper ad 
Productive resources of the com-| vertisements of John Van Range Co. 
pany were almost completely mo- Cincinnati. Importance of anticipating 
nopolized by defense needs in Feb- ere Sa o See — 
eet and a general — 4 tg In the April advertisement at the 
civilian demands was expressed in right the copy reintroduces a reference 
correspondingly larger demands] 4 the company's engineering service 
upon restaurants, hotels and other) which its customers may use to keep 
public eating places. Hospitals held existing equipment in running order. 
priority over these establishments | 
and advertising copy was designed 
to keep the goodwill of these cus- 
tomers whose needs had to be sub-| ‘The May issue of Geyer’s Topics. 
ordinated to the national interest. |magazine for stationery and office 
Current advertising of the com-| equipment dealers, marks the 65th 
pany points out that the govern-|anniversary of the founding of the 
ment recognizes hospitals as essen-|magazine by Andrew Geyer. The 
tial to national defense and asks ex-| Publication has been under the di- 
ecutives to use available Van Range|Tection of the same family through- 


iliti intaini its existence. 
facilities for maintaining normal out its exist 


. 


‘Geyer’s Topics” is 65 


food service in accord with respec- 
tive priority ratings. Similar copy, 
adapted to conditions prevailing in 
each class of business, is employed 
in business papers in the architec- 
tural, hotel and restaurant and 
| school fields. 

| Although the government has 
| taxed the kitchen engineering serv- 
ice of Van Range, the company an- 
ticipates a gradual lessening of 
these demands and a corresponding | 
release of service to its normal | 
peacetime clients. In the meantime, | 
it intends to keep its message be-| 
|fore a potentially larger post-war | 
|market with consistent advertising. 
| Venable - Brown Company, Cin-| 
cinnati, directs the account. 


WIZ Starts Sustaining 
Consumer-Retail Series 

| Ten outstanding values offered by 
New York department stores will 
| highlight each broadcast of a new | 
| program, “Department Store News,” | 
which will be aired at 11:05-11:15) 
|p. m., EWT, nightly except Satur- | 


Important 


TO YOU 


as the Seasons 


Your client's advertising in month!) 
issues is made doubly effective whe! 
you use dominant space in these 


The program will include con- 
education information on 


lof merchandise. 


| 


Institutional copy 
will be furnished by the National 
Retail Dry Goods Association, and 
department stores will cooperate by 
|supplying information on _ values P “ ‘aes malie on 
publicizing the program in 4 FEATURE ISSslt ES 
store display and newspaper adver- 2 . STAN C 
| Ken Farnsworth, formerly July MATERIALS HANDLIN' 


ae : Issue 

radio director of M. M. Horton & Sells all types of mobile and stationary M 
\Co., has been named director of 

WJZ’s retail program division, and 
will write and produce the sustain- 


terials Handling Equipment for internal a 
external use to Manufacturers arriers—War 


housemen 
October MOTOR TRANSPOR. 
TATION Issue 


Sells Road Transport Equipment and Su 
ndus 


plies to the Private Fleet Owners in 
and the Public Carriers and Warehouseme 
January ANNUAL SHIPPER> 


Howard C. Meyer, formerly pro- 


JIRECTORY 
salesman with Sterling DIRECTOR 


Works all year selling a wide range of Au 
Materials Handling, Transportat! 
Warehouse am fiscellaneous Products 2 
Services 


joined the advertising § staff of 


| Charm, New York. April —- MARINE TRANSPORTA 
| - TION Issue 
Sells Waterborne Freight-——Waterfront Ware 


house—Port and Stevedore Services and ¢ 
equipment and supplies used by all of ther 


Schedule DandW for 1942. 
PUBLICATIONS, INC. ® 


M. Rhine has been appointed man- 


,|of General Electric Company’s Pa- 
l\cific district. He was formerly 100 EAST 42nd ST. 


NEW YORK 


ment, San Francisco office. 


—_— 
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Earnings of 
Advertisers 


neuenidmeenemmenll 


U. S. Playing Card Co. 

Net earnings for the first quarter 
of this year were $291,358, com- 
pared with $327,372 for a like period 
in 1941. 


Kalamazoo Stove 

With retail outlets reduced ap- 
proximately one-third, the company 
showed a net profit for the first| 
quarter of 1942 of $68,920, compared 


| 


Awards. Education 
Studied by Ohio 
Radio Conference 


Columbus, O., May 5.—The role 
of radio in wartime, both as a mo- 
rale builder and as an information 
medium, as well as education in 
radio and awards for outstanding 
programs, occupied the attention of | 
the Institute for Education by Ra-| 
dio, convening here for its 13th ses- | 
sion at Ohio State University. 

Awards were given to Cecil | 
Brown, CBS correspondent, for his | 
eyewitness account of the sinking of 


Ohio State’s station, for its “News | delved into the phenomena of radio, 


of the Week” program; to WGAR, 
Cleveland, for its “Wings Over Jor- 
dan,” as a distinguished religious 
program of Negro music; to KFI for 
its documentary broadcast, “Blood 
Donor”; to Arch Oboler for “Johnny 
Quinn, USN,” one of the “Plays for 
Americans” series over NBC; and to 
the Canadian Broadcasting Com- 
pany’s war program, “Quiet Vic- 
tory.” 

Dr. Walter Damrosch, 80-year-old 
dean of American conductors, was 


| feted at a testimonial dinner by the 


radio men and educators. At the 
same time, the Blue Network an- 
nounced the creation of a “Walter 


with a net loss of $28,877 in the'the English battleship Repulse in |Damrosch Music Scholarship.” 


same quarter of 1941. 


U. S. Steel Corp. | 

Net income for the first quarter 
of 1942, after provision of a $6,000,- | 
000 reserve, was $27,921,534, com- 
pared with $36,559,995 for a like 
period in 1941. 


Hercules Powder Co. 

Net earnings for the first quarter 
of 1941 were $1,201,810, compared 
with $1,360,426 in the similar period 
in 1941. Net sales, however, for 
the quarter were $27,271,477 in 
1942, compared with $15,798,855 for 
the 1941 period. 


Int'l. Business Machines 

Net earnings for the first quarter 
of 1942 were $5,755,497 before pro- 
vision for taxes, comparing with 
$4,140,123 in the corresponding 1941 
period. 


Canada Dry Ginger Ale 

Net income for the six months! 
ended March 31, 1942, was $497,275, | 
compared with $613,624 for the like | 
period of 1941. 


Curtis Publishing Co. 


Earnings report for the first three 
months of 1942 shows a net loss of 
$149,000, and a total decrease of 
$637,000 in gross operating income 
in comparison with 1941. 


Spiegel, Inc. 

Earnings for the first quarter of 
1942 were $80,160, compared with 
$175,480 for the similar period in 
1941, 


Container Corp. 

Net profit for the three-month 
period ending March 31, 1942, was 
$548,646, comparing with an ad- 
justed net profit of $368,365 in 1941. 


General Electric Co. 

Net profit for the first three | 
months in 1942 was $10,329,774, 
compared with $11,377,969 in the 
first quarter of 1941. 


General Foods Corp. | 

Net earnings for the first quarter | 
of 1942 were $2,737,481, compared | 
with $4,502,928 for the same period | 
in 1941. 


Armitage Appointed 

James S. Armitage, secretary of 
The Inland Press, Inc., Chicago, has 
been placed in charge of production 
as general superintendent of the 
company. 


= 


ADVERTISING 
AGENCY 
EXECUTIVES 


| 
| 
who, due to present condi- jf) 
tions, are unable to give their | 
accounts the service required, 
will find our facilities ample to | | 
provide complete agency serv- | 
ice. Ours is a long established, 
hnancially sound agency, with =f | 
four well equipped nationally 
located offices, each staffed 
with personnel of proven abil- 
ity. Fine reputation and long 
experience enable us to offer 
maximum cooperation. Our 
men know of this advertise- | 
ment. Write in full confidence. 
Box 3681, Advertising Age, | 
Chicago, III. 
| 


| 


the Malayan campaign; to WOSU, 


In work-study sessions, educators 


under such titles as “The Daytime 
Serial as a Social Force,” and “So- 
cial Responsibility of Radio.” 

In panel discussions, Roger Bald- 
win, director of the American Civil 
Liberties Union, scored radio for 
“its timid attitude toward the selec- 
tion of speakers and topics in con- 
trast with the more vigorous policy 
of the press.” At the same time, E. 
M. Kirby, chief of the radio branch 
of the War Department’s public re- 
lations office, said he believed “ra- 
dio has done a good war job.” 


Collier-Tyson Co. Moves 

Collier- Tyson Company, Pitts- 
burgh, has moved to new quarters 
in the Keenan bldg. 


Batts Heads Carborundum 


Dr. Frank J. Tone has retired as 
president of the Carborundum 
Company, Niagara Falls, N. Y., and 
has been elected chairman of the 
board of directors. The new presi- 
dent is Arthur A. Batts, secretary 
of the company since 1927. Charles 
Knupfer, formerly vice-president in 
charge of sales and a member of the 
board, has been named senior vice- 
president and will continue as head 
of the sales department. 


Named Coordinator 

Thomas W. Wyatt has been ap- 
pointed director of public relations 
of Station WCKY, Cincinnati, to co- 
ordinate the station’s activities in 
cooperation with all government 
agencies in the war effort. 
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CANNY FORESIGHT makes HAPPIER HINDSIGHT! 


“That's bromidic,” sez you. “Even a child knows that.” Right! No argument. . . . It's surprising, though, how 
many reputedly smart people, with a fine, fat fund of so-called experience, neglect to use that experi- 
ence—especially when the blinding rays of glaring “discounts” bring on a blackout of their buying 
reason. ... The “stretch” factor in the cost of time, labor and materials remains practically constant when 
the standard of product and service is rigidly maintained. Promising too much for too little, invariably 
results in a headache for somebody —and very few producers enjoy pain, whether they make the com- 
modity, plan its advertising or make the engravings that illustrate it... . The canny buyer is especially 
wary these days, of "bargains’’ which reason tells him are too good to be authentic. He still buys value 
—freedom from worry, trouble, argument and inferior quality; and he's still finding it a fact, that value 
represents true economy. ... When you are looking for a source where value is standard, you will find 
that source to be busier than the average. A large number of advertisers whose eyes are on the future 
as well as the present, will tell you that Rogers make their engravings, just as they have for the past 
many years. The reason: the standard of cooperation, of service and of quality remain always the same. 


ROGERS ENGRAVING COMPANY 


ADOLPH F. BUECHELE, President © MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


2001 CALUMET AVENUE e¢ Phone: CALumet 4137 ¢* CHICAGO, ILLINOIS 
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Can Order Amended 


The War Production Board has 
issued another amendment to its 
recent tin order curtailing non-es- 
sential use of metal in containers. 
WPB will permit the utilization of 
tinplate sheets usable only for food 
cans of sizes restricted in the orig- 
inal order, providing the sheets 
were on hand Feb. 11. WPB has also 
extended indefinitely other excep- 
tions recently granted. The result 
of the modifications will 
coffee, motor oil and certain other 
restricted products will 
available in tin for a while longer. 


Joins “Newsweek” 

Chet Sloane, formerly promotion 
manager of Dell Publishing Com- 
pany and president of the Direct 


Mail Advertising Club of New York, | 


has joined Newsweek as circulation 
promotion manager. Donald _ L. 
Curtiss, formerly manager of pro- 
motion and research for Outdoor 
Advertising Incorporated, will suc- 
ceed Mr. Sloan as advertising pro- 
motion manager of Dell. 


Opens Washington Office 


Chek-Chart Corporation, Chicago, 
publishers of automotive lubrica- 
tion and service information, has 
established an office at 2480 16th 
street, N. W., Washington, D. C. 


be that | 


remain| 


Tops in rating, 
and in selling 


Eastern time-buyers often 
ask—“‘How can so many 
KSO local programs do a 
job against network com- 
petition?” 

The answer is Personali- 
ties That Sell—personali- 
ties like Dale Morgan, 
whose Inquiring Micro- 
phone holds the top 
Hooper rating (7.7) over 
two familiar net shows 
aired at the same time. 

In eight years of curb- 
stone chatter, Dale Mor- 
gan has matched wits with 
more than 50,000 bystand- 
ers—and has taken a few 
verbal lickings. But his 
sponsors have been con- 
sistent winners. 

Recently, the “ban” 
moved him indoors, but did 
not slow him down, With 
studio guests and tele- 
phone interviews to re- 
place his sidewalk celebri- 
ties, Dale is still making 
friends for KSO—and cus- 
tomers for Spark Soap. 

With Iowa farm-income 
raised by peak wartime 
production, it’s well to 
have the sales-personalities 
of KSO and/or KRNT 
working for you in Iowa’s 
No. 1 market—Des Moines 
and its broad trade area. 


BASIC BLUE ~ 
AND MUTUAL 
5000 WATTS 


BASIC 


COLUMBIA — 
5000 WATTS. 


The Cowles Stations in 
DES MOINES 


Affiliated with the Des Moines 
Register and Tribune 


Represented by The Katz Agency 


No Rationing 


of Squirt, New 


Ad Series Boasts 


Moxie Company Sched- 
ules Heaviest Campaign 
of Its 58-Year History 


Los Angeles, May 6.— Capitaliz- | 
and the) 


ing on the sugar pinch 
plight of some other beverage mak- 
‘ers, Squirt Beverage Company 
headed this week toward a heavy 
'summer advertising program, in- 
forming consumers that the grape- 
fruit drink takes less sugar and 
that “Your dealer is not rationed.” 

A breezily-illustrated series of 15 
newspaper ads is already under 
way in 35 communities on a com- 
pany-dealer cooperative basis. Plans 
call for extension of the campaign 
to more than 100 cities throughout 
the country before the summer 
buying season hits its normal peak. 

Advertisements measuring 730, 
220 and 110 lines are headlined, 
“Like grapefruit? You'll love 
Squirt,” and copy features the in- 
gredients which go into the bever- 
age, grapefruit, sugar and spark- 
ling water. The company makes a 
special point of reminding consum- 
ers that the citrus drink “is an alka- 
|line-forming food” recommended 
|by dietitians. The price, 5 cents, 
accompanies an illustration of the 
Squirt bottle. 

Aggressive tactics have marked 


ithe company’s advertising to the! 


trade since the first of the year and 
statistical comparisons are used to 
illustrate Squirt’s “sugar - thrifty” 
|edge over competing brands in the 
|soft drink field. Bottlers are told 
| that conversion of their entire sugar 
allotment to Squirt will increase 
sales and profits. 

According to the company’s 
Southern California co-owners, Ed- 
|} ward Mehren and Herbert Bishop, 
and its advertising agency, Mc- 
|Cann-Erickson, the drive is paying 
| dividends and new bottlers are be- 
ing franchised at a rapid rate. Sales 
| for the first quarter of 1942 were 30 
| per cent ahead of the same period 
last year and the company looks for 
a continued sales rise for its fifth 
consecutive year. 


MOXIE LAUNCHES 
| HEAVIEST CAMPAIGN 

Boston, May 6.— Because out of 
past wars and depressions the 
| Moxie Company has always emerged 
in an improved position, the com- 
pany has started its 1942 advertis- 
ing with a budget half again as 
large as last year’s, and has sched- 
uled radio and newspaper advertis- 
ing to appear weekly right through 
the season to October. 

On April 15, radio promotion for 
the beverage, Moxie, started over 22 
stations in Maine, New Hampshire, 
Vermont, Massachusetts and Rhode 
Island. 
are being used from one to five 
times daily, each recording featur- 
ing the campaign theme, “What this 
country needs is plenty of Moxie,” 
and dramatizing the lives of sol- 
diers, sailors and defense workers. 

Space varying from one-eighth to 
two-thirds pages will be used in 
more than 30 newspapers in 26 
cities of five New England states. 
Window displays and point-of-sale 
helps also will be employed. 

The same campaign will be dupli- 
cated in Eastern, Midwestern and 
Western states which are served 
under a franchise agreement with 
bottlers in various localities, mak- 
ing the entire effort the largest in 
the 58-year history of the com- 
pany. 

Alley & Richards Company is the 
agency. 


SHASTA PROMOTES SODA 

San Francisco, May 6. — The 
Shasta Water Company has added 
a new beverage to its line, Shasta 
club soda, and launched promotion 
for the product in the Pacific Coast 
area. 

Newspaper copy proclaiming 
“Now Shasta bottles a club soda” is 


One minute transcriptions | 


LESS SUGAR 


WORK REFRESHED.... 


after a long, cool drink of tort. sweet” 
Squirt’ it's just the juice of golden-ripe 
gropetruit, with a dash of sugar and pure 
sporkling water-the perfect combination 
for really quenching thirst. Sample its 
dehcious, tangy flavor today - and you'll 
tackle any job with new energy and zip. 


your otaces is 
MOT PaTiOmt® 


SQUIRT BEVERAGE COMPANY OF CLEVELAND 


In a new series of 15 newspaper ads, 

Squirt Beverage Co. includes a reminder 

to consumers that the grapefruit drink 

takes less sugar and that the dealer can 

be counted on to have plenty on hand 
this summer. 


} 
| introducing the drink to the coastal 
| market. 


cial displays for store use. 
| Brisacher, Davis & Staff handles 
the account. 


CLICQUOT TO ‘LIFE,’ SPOTS 
Boston, May 6.—Aiming a nation- 
|wide sales salvo directly at the 
“home” target, Clicquot Club Gin- 
ger Ale recently inaugurated a 
weekly series of four-color page ad- 
| vertisements in Life, featuring talk- 
|ing-to-the-family copy. 


| 


| Supplementing this copy is a 
| series of transcribed one-minute 
|spot announcements, prepared by 


NBC Recordings, which began April 
27 on New England radio stations, 
and will be spread throughout the 
country as the season progresses. 
Called “Midget Variety 
these announcements play up the 
familiar Clicquot Club Eskimo boy 
and his dog in a 
thus animating one of the best 
|known labels in the beverage trade. 
_ In addition to advertising for 
;}consumers by means of magazine, 
_radio, newspaper, and some out- 
|door, a considerable amount of 
space is being taken in local fran- 
|chise bottlers’ areas, together with 
ads in New England Grocery and 


Shows,” | 


humorous vein, | 


Son, Boston, is the agency, and | 
Luis G. Weil is account executive. 


BLACKOUT FLASHLIGHT 
IS NEW NEHI OFFER 
New York, May 5.—A timely pre- 
'mium offer for Royal Crown cola 
in the form of a small blackout 
flashlight was launched by Nehi Cor- 
poration this week in Westchester 
County newspapers. Insertions will 
appear weekly in 12 papers 
| throughout the area for an indefi- 
nite period. 
Copy offers 


readers a “finger 


plus 13 Royal Crown cola y- 
|caps. A single paragraph of selling | 
| Copy points out that “your dealer | 
has Royal Crown cola, or can get it) 
\for you promptly. These days we) 
can’t always supply all he wants, | 
but if you ask your dealer in ad- | 
vance to get Royal Crown cola for | 
you, he can do it.” 


born is the agency. 


Endorse Industry-Wide 
“Program for Victory” 


A voluntary conservation plan 
has been announced as the refrig- 
eration and air conditioning indus- 
|try’s “Program for Victory,” and 
already has the endorsement of 12 
leading organizations in the indus- 
try. The program specifies prac- 
tical means of saving, simplifying 
and _ substituting for materials 
needed in the war. 

Preliminary two-color folders 
will be distributed by the American 


ae |Society of Refrigerating Engineers | 
Mailings to dealers de-|\to other cooperating societies and | pared with $83,937,305 for 1940. In 
/scribe the campaign and offer spe-|to companies in the industry, and | addition 


|the plan will be presented at the 
|All Industry Meeting in Chicago, 
May 11. Other organizations and 
companies have indicated that they 
|plan to support the campaign by 
| providing large posters for use in 
manufacturing plants, 
organizations 
nies. 


Not Media Director 


In reporting the resignation of 
John Clayton, formerly director of 
media for Weiss & Geller, Chicago, 
to join the Army Air Corps as a 
captain, ADVERTISING AGE erred in 


distributors’ 
and service compa- 


| 
| 


saying that Mrs. Clayton would fill | 


her husband’s post at the agency. 
She is working with Weiss & Geller, 


been named. 


Auerbach Promoted 


Alfred Auerbach, editor of Re- 
tailing before joining the Office of 
Price Administration, has been pro- 
moted from senior consultant of 
OPA’s consumers durable’ goods 
section to price executive of that 
section. He succeds Merle Fainsod, 
the Harvard professor who has been 
named chief of the Retail Trade 
and Service Division which will ad- 
minister the universal freeze order. 


Market Magazine. N. W. Ayer &| 


size” blackout flashlight for 19 cents | ‘ 


Batten, Barton, Durstine & Os-| 


but no successor to her husband has | 


May 11, 1942 


WARTIME PREMIUM 


Pius 13 : 
‘AL CROWN COLA” 
+ BOTTLE CAPS . 


bottle cape today—this Gingersize you, he can do it 


| 

Nehi Corp. is currently offering a black. 

out flashlight in return for 19 cents end 

13 Royal Crown cola bottle caps. News- 

paper ads are confined for the present 
to Westchester County, N. Y. 


State Liquor Profits 
Reach All-Time High 


State liquor store profits in Penn- 
sylvania during 1941 reached an 
all-time high of $21,123,742, com- 
pared with the previous high figure 
of $18,730,716 in 1940. 

Sales for the state’s 578-store 
system reached $97,939,897 as com- 


to profits the monopoly 
system collected $9,769,122 through 
| the state’s 10 per cent liquor sales 
tax. 


London to OCI 


| Bernie London has resigned as 
assistant supervisor in the produc- 
|tion office at CBS to become as- 
|sistant program traffic manager in 
\the Office of the Coordinator of In- 
|\formation. Mr. London will be 
| working under John Doud, former 
lassistant traffic manager of CBS, 
who is now administrator of traffic 
facilities at the coordinator’s office 


WHO ADVERTISED WHAT 
IN THE LAST WAR? 


@ Many manufacturers and their advertis- 
,ing agencies are trying to remember wha! 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed al! edi- 
torial publicity and competitive advertising 

e can help you build such a permanen! 
record for the years to come, at a remark- 
ably low*cost. 


Just ask for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS PAPERS MAGAZINES 


(221 4. LA SALLE ST., CHICAGO, ILLINOIS 


Want a M{illion 


Womenr 


E have a show for sale. 


Fifteen minutes once a 


week. According to its present amazing rating, 


more than a million women listen to it. 


Yet the talent 


cost is so low as to make you blush. Present sponsor 
would rather take a licking than let it go—but he’s doing 
both—due to war conditions on his materials. 

This is the perfect vehicle for selling any cosmetic, or 
anything else primarily for women. It is in the hands 
of a well known Chicago agency. We'd like to help you 
make this show sell your product to those million women. 


ADDRESS Box 3682, ADVERTISING AGE, Chicago 
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Audience Participation 
Makes a Better Show 


One of the things radio advertisers 
learned to their advantage a long time 
ago was that making the audience a 
part of the show stepped up its enter- 
tainment value to a marked degree. 
People are interested in other people; 
and that is why Kay Kyser’s Kollege of 
Musical Knowledge and scores of other 
successful quiz shows have managed to 
maintain a very high CAB rating. 

This is an old story to the editors of 
ADVERTISING AGE, “Audience participa- 
tion” not only supplies much of the pep 
and sparkle which make it so readable, 
but it is an important factor in guiding 
editorial activities in general. Constant 
reader reactions to news and editorials 
appearing each week in the National 
Newspaper of Advertising not only 
create material which is interesting in 
its own right, but keeps the editors “on 
the beam” in the development of infor- 
mation of maximum interest to adver- 
tising and merchandising executives. 

“The Voice of the Advertiser”, in 
which audience participation is most 
in evidence, is one of the top features 


of ADVERTISING AGE in point of reader- 


ship. We publish more letters from 


readers than any other advertising 
journal — because our readers give us 
smart, pungent comments on the ad- 
vertising scene which are too good not 
to print. This department has grown 
and grown, because readers have been 
getting into the show in increasing 


numbers. 


And audience participation proves 
its value in many other ways. Sugges- 
tions, comments and ideas for news 
stories and features are constantly 
reaching the editors from readers in 
all lines, all over the country: provid- 
ing a cross-section of opinion and busi- 
ness sentiment which is invaluable in 
charting editorial programs for the de- 
velopment of business information of 
help to those engaged in all depart- 


ments of advertising and marketing. 


The show would go on, even if the 
audience wasn’t a part of it; but it’s a 
good show, increasing in interest and 
value as the days go by, because the 
audience does play such an imporiant 
part in reflecting back to the editors 
the viewpoint of the men and women 


for whom ADVERTISING AGE is edited. 
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North American Aviation WHERE TO BUY way to put it over. We are at- ENGLISH APPEAL 


Appoints BBDO as Agency 


North American Aviation, Inc., 
has appointed Batten, Barton, Dur- 
stine & Osborn to handle its adver- 
tising. The account will be han- 
dled in the Los Angeles office of 
the agency. 

North American Aviation manu- 
factures bombers, fighters and ad- 
vanced training planes in its three 
plants at Inglewood, Cal., Kansas 
City and Dallas. 


Features “Mobilization” 


The Philadelphia division of Yale 
and Towne Mfg. Company is re- 
leasing a series of ads featuring 
“Mechanical Mobilization” to ap- 
pear in Time and a list of business 
papers, Redfield - Johnstone - Mc- 
Nevin, Philadelphia, is the agency. 


COLLINS 
MILLER & 
HUTCHINGS 
yt. A 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 
\ 9894 / 


Gamble Predicts 
Better Post-War 
‘Job’ for Admen 


Success in Present 
| Tasks Will Pave the 
Way, Conferees Told 


| Columbus, O., May 5.—Advertis- 
ing will be prepared after the war 


|job than ever before in distributing 
|\the enormous volume of goods which 
| the nation’s production capacity 
|/will make possible, Frederic R. 
Gamble, managing director of the 
| Four A’s, told the concluding session 
|here last week of Ohio State Uni- 
| Versity’s first wartime advertising 
'and sales promotion conference. 

| Discussing post-war problems 
| which will confront advertising, the 
|speaker expressed the view that a 


|to do a more effective and efficient | 


| good deal will depend upon what is | 


done during the war years. Na- 
| tional advertising has already begun 
to show its war patterns, with serv- 
ice and goodwill copy replacing 
much product advertising, with 
some manufacturers introducing 
substitute products and materials, 
and with others concentrating on 


promotion of goods made of non- | 


war materials without the use of 
|machines adaptable for war. 

“T expect a considerable increase 
jin this group,” Mr. Gamble told the 
| conferees, “since more of our people 
‘have more money than ever before 
jand, despite taxes and bond pur- 
chases, will want to buy goods and 
services.” 

Ironing Out Kinks 


| Calling attention to the nutrition 
|drive now under way, he explained 
that the majority of the food adver- 
tisers were already tying in with 
j the government plan even though 


When you a 


re ‘‘buying”’ 


CALIFORNIA 


be sure to include 


SAN DIEGO 


1940 Census 
about half of S 
Get the true 


month from our 


figures tell only 
an Diego’s story. 
facts month by 
National Repre- 


sentatives. It will pay you to keep 


pace with Southern California's 


second largest market! 


SAN DIEGO UNION 


and TRIBUNE-SUN 


REPRESENTED NATIONALLY 


New York - Chicago - Cleveland - St. Louis - Denver - Seattle - Portiand - San Francisco - Los Angeles 


BY WEST-HOLLIDAY CO., Inc. 


jin with 


| 


it | 7 ee 


Liggett's is still very much in the drug 
business and the prescription rooms of 
its stores are featured in this ad carried 
in New York, Boston and Pittsburgh 
newspapers. Lucky timing marked the 
use of smaller copy, headlined "Tin for 
Tokio in the shape of a bomb,” placed 
in New York papers shortly before the 
first bombing of Hirohito's town. 


there were still a few “kinks” in the 200,000 lines of Victory bond copy. | 
| “Perhaps 


program. 

Direct government advertising, 
Mr. Gamble continued, has thus far 
been small in volume but officials 
have “a considerable number of 
tremendously important messages 
to convey to the people.” 

“Whether all of this government 
advertising will be free, contributed 


|by media, or contributed paid by 


advertisers—as is now the case—or 


local 
explanations of fashion rulings, sub- 


advertising price controls and ceil- 


tempting our greatest sales program 
but we don’t enlist advertising, our 
greatest sales force.” 

Seven wartime linage opportuni- 
ties for newspapers were outlined 
by Thomas J. Murphy, vice-presi- | 
dent of Meyer Both Company, Chi- | 
cago. These included: 1, the oppor- 
tunity to promote institutional copy 
in connection with the bond drive 
and individual store efforts; 2, tying 
the “food for freedom” 
theme; 3, vacation advertising using, 
for instance, “furlough” appeals; 4, 
education of the public to rationed 
products and greater promotion of 
brands where necessary; 5, 


| 


stitute fabrics, etc.; 6, the conserva- 
tion campaign, including packaging 
and “fix-it” classifications; and 7, 


ings in terms of local conditions. 
The war is bringing a new mass 
market, he declared, with more | 
money than ever before to invest in | 
products. 


| gt once, The metal is urgently 


Stresses Retail Ads 


Importance of retail advertising | 
was stressed by John Halpin, of | 
Media Records, New York, who| 
cited figures showing the growth of | 
this classification from 63.3 per cent | 
of total display advertising in the} 
first quarter of 1929 to 72.3 per cent | 
during the similar period last year | 
and 76 per cent during the first | 
three months of 1942. 

During the first quarter of the) 
year, Mr. Halpin continued, Mon- | 
treal newspapers carried about 


the experience of the 
Canadian government will have an 
important influence in determina- 
tion of the future policy of our 
Treasury Department,” he declared. 
“Financing of military methods 
costing 100 millions every day 
might be most economically accom- 
plished by employment of every 


|means of modern merchandising.” 


whether the government itself will Knox Leads Adclub 


use more paid advertising for this 
purpose, remains to be seen,” he 
continued. “But the way advertis- 
ing is used and the degree of the 
| success it achieves, will have an im- 


| portant bearing, I believe, on ad-| 


|vertising after the war. So far, it 
has made only a beginning in the 
tremendous job it can do in help- 
ing win this war.” 
| 

Council Includes All 


Recalling formation of the war- 
time Advertising Council, Mr. 
|Gamble reminded his listeners that 
/anyone in the country engaged in 
any phase of advertising ‘“‘may prop- 
erly consider himself an affiliate” in 
helping provide a central point of 
contact for both government and 
the advertising industry. 

“If advertising helps keep our re- 
istricted consumer economy rolling 
during the war, if it helps to sell 
bonds, if it gets in the metal, rub- 
ber, paper, wool and other salvage 
materials so urgently needed, its 
|usefulness will be more appreciated 
|and its future will be brighter after 
the war,” he said. “This is another 
| way, of course, of saying that what 
iserves well will survive. If adver- 
tising serves the consuming public 
with facts and suggestions which 
help it buy intelligently in peace 
times and to cooperate effectively in 
time of war, it can look forward to 
a long life of usefulness.” 

Turning to the current sale of war 
bonds on a voluntary basis, Mr. 
Gamble called attention to demands 
in Congress for compulsory buying. 
“I think it can be done by persua- 
|sion, if the full powers of our per- 
|suasive machine are employed,” he 
declared. “It would be a great pity 
if we were to abandon the persua- 
sive process without even an at- 
tempt at giving its established tech- 
niques a fair trial.” 


“Give Us a Chance” 

The government hasn't permitted 
advertising to “sink its teeth” into 
the war effort, R. F. Fletcher, of the 
Portsmouth Times, charged before 
a general session on wartime news- 
paper advertising. “The govern- 
ment’s idea of ‘war bond sales is be- 
ing garbled and frustrated simply 


because there are so many inter- 
pretations of the plan,” he stated. 
“Government advertising is the only 


James R. Knox, Photo-Engravers 
and Electrotypers, Ltd., has been 
jelected president of the Young 
|Men’s Advertising and Sales Club, 
Toronto. 


URGENTLY) 


Hep to relieve the drain 
on the Nation's reduced metal 
supplies. Hand all empty 
collapsible metal tubes to 
your retailer, Remember — 
tubes of all kinds are wanted 


needed and will be sold for 
the benefit of the Red Cross This spoce has been presente: by 
and St John Fund. Gibbs S.R. Toothpeste 


ISSUED BY THE DENTIFRICE MANUFACTURERS OF GREAT BRT Any 


The current English equivalent of the 
American tube trade-in rule is a news- 
paper campaign paid for by Gibbs 
Maclean's and other dentifrice manufac- 
turers, urging donation of empty tubes 
to the Red Cross and the St. John Fund, 
This is typical newspaper copy now 
running. 


Nilan Wins Promotion 


John O. Nilan has been appointed 
advertising manager of American 
Mutual Liability Insurance Com- 
pany, Boston. Mr. Nilan has served 
for the past four years as the com- 
pany’s assistant advertising mana- 
ger and as editor of its two maga- 
zines, “Watch” and “American 
Mutual Magazine.” 


Win Exploitation Award 


The annual Billboard Magazine 
laward for outstanding exploitation 
work in the field of clear channel! 
|stations of the United States during 
1941 has been given to NBC and 
Station KPO, San Francisco. WLW, 
Cincinnati, and KOA, Denver, won 
second and third place honors. 


Represented 
York —Chicago— 


RED NETWORK OF NATIONAL BROADCASTING CO. 
aie By DOG Bost See Cotes & Waris — New 
San be meal <3 eliear Bearer vl Renton (tw 


at *Apologies to Famous First Facts 


980 KC 5000 WATTS 
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ADVERTISING AGE 


Significant Developments 


Edited by 


Favors Five Per Cent 
Retail Sales Tax 

Reversing his position of several} 
years ago, B. Earl Puckett, presi- 
dent of Allied Stores Corporation, 
and chairman of the tax policy 
committee of American Retail Fed- 
eration, advocates a five per cent 
retail sales tax in the April 10 De- 
partment Store Economist. The 
reason for his changed viewpoint, 
Mr. Puckett explains, is the vivid 
threat of inflation because of ever 
increasing “low income million- 
aires,” and the most effective way 
of coping with the situation is at 
the point of sale. 

This increased buying power, the 
writer says, is causing unhealthy 
sales increases of 25 to 35 per cent, 
month after month, and 20 billion 
dollars a year of such unaccustomed 
spending is a national menace of 
the first magnitude. Another year 
of it and we will be hopelessly en- 
gulfed in a roaring forest fire of in- 
flation, he declares. 

A withholding tax would not be 
satisfactory, according to Mr. Puck- 
ett. because it would be only a mat- 
ter of weeks before labor would 
demand and get increased wages to 
offset the deduction. Strikes, stop- 
pages and ill will would be un- 
avoidable and other demands would 
be injected. Without a wage ceil- 
ing. a withholding tax would be 
highly inflationary and would apply 
to all of a worker’s wages rather 
than to the amount he chooses to 
spend in stores. 


While agreeing that high income | 


brackets should pay more taxes, the 
writer gives two reasons why such 
taxes would not be a solution to the 
problem: first, they would 
sufficient even with a 100 per cent 
tax: and second, they would not 
touch the most serious problem, 
that of inflation. 

As for increased 
taxes, Mr. Puckett believes the rate 


on both individual and corporation | 


incomes is near the point of dimin- 
ishing returns. Without some incen- 
tive, he explains, there is not the 
driving urge to increase production 
or take business risks; nor 


the urge to control costs, which is 


so vital in checking inflation, he 
asserts. 

Excise and nuisance taxes are 
checked off because they require | 


retailers to make a substantial in- | 


ventory investment 
up working capital, 
hazardous 


in taxes, tying 
and creating a 
investment because of 


sudden changes in tax policies. Fur- | 
thermore, they are selective and do | 


not impose the tax on the 
base of a general sales tax, which 
the writer asserts is vital to prevent 
runaway inflation. 


broad 


Than Any Other 
Network Station 


T. LOUIS 


K WwW i 
: 


= MUTUAL —— 


The Business Digest 


Reported by the Business Press 
RALPH O. McGRAW. 


in Trade and Industry as 


Mr. Puckett declares for 
form sales tax on all 
| goods 


a uni- 
classes of 


lessen cost of 
checking. An exception could be 
made, he says, in the instance of 


liquors, tobacco and gasoline, where | 
has been routin-| 


collection already 
ized and perfected. “That is why I 
favor a general sales tax —right 
now,” he concludes. 
favor its repeal just as soon as the 
danger of inflation is over.” 

h 


Those who feel inclined to write! 


directly to the President should 
know that such letters go through a 
Secret Service routine, 


for April. Mr. 


resents letters that are not nice, he} 


says, and the writers of such letters 
will be looked up by the S. S. One 
good-looking girl wanted the gov- 
ernment to send her to Berlin to 
talk with Hitler. She thought she 


could coax him out of his nonsense. | 


“The government should provide 
me with a nice wardrobe,” she 


without exception to facili-| 
‘tate handling and 


“And I will | 


explains | 
Herbert Corey in Nation’s Business | 
Roosevelt definitely | 


wrote. “Then I think Colonel Lind- 
bergh should fly me to Berlin, and 
as I do not understand German, 
H. V. Kaltenborn should be sent 
along as my interpreter.” Her letter 
went on the nut list—once on, 
never off—and always scrutinized 
by the S. S. 


“Did you ever sit at a-soda foun- 
tain and watch a nasty, brown 
cockroach walk slowly across the 
counter?” asks Mal Parks, manag- 
ing editor, of American Druggist 
readers. The pests are dangerous 
for customer goodwill, he says, and 
to eliminate them he suggests use 
of a new mist or fog treatment 
which penetrates every crack and 
crevice. It is utilized at night with 
an electrical diffuser. 

ok ok of 

Germany is not the only country 
to have subterranean factories. 
Aviation for May shows pictures of 
a British aircraft plant located in 
an old chalk mine, where walls and 
lroofs are given a coat of yellow 
paint to prevent dust from falling 
|on and damaging the high precision 
|machinery. Workers enter and 
leave by elevator and escalators. 

* * ae 


Pointing to the 
Cotton Week, 
| Cotton 


significance of 
May 15-23, “National 
Week News” from Cotton- 


| Corporation, 
| Fire Insurance Company, 


| papers. 


Textile Institute, Inc., reminds that 
close to 14,000,000 Americans are LaGuardia Asks 


dependent for their livelihood upon Time Change for WNYC 
cotton and the cotton industry. Mayor F. H. LaGuardia of New 
Compared with many industries, York carried his fight against the 
the cotton industry is unique in| Columbia Broadcasting System to a 
that it is more self-sufficient than Federal Communications Commis- 
most. The bulk of its raw materials pen Be Fp ol bes i, 
is grown in the fields within easy fe ” - 1 : ange —. 
distance of the mills. The industry | 2° to plead for longer broadcast 


{ nce ; *|hours for New York’s municipal 
is distinctly American in that it station, WNYC. 
traces its industrial development to FCC previously served notice 


the invention of the cotton gin by 
Eli Whitney just 150 years ago. 


Five to Parker-Allston 


Parker-Allston 
New York, has 
advertising 
Accident 


| that it intended to reject the WNYC 
application for permission to oper- 
ate at night, in view of the opposi- 
| tion by CBS in behalf of its outlet, 
| Station WCCO, Minneapolis. Both 
stations operate on a frequency of 
appointed | 830 kilocycles, with the New York 
General| outlet now forced to cease broad- 
Assurance | cast at sundown in Minneapolis. 
Potomac | me 
Washing- | 
ton, D. C.; Selected Risks Indemnity Morehead Advanced 
Company and Selected Risks Fire Roy H. Morehead, formerly a 
Insurance Company, Branchville, | ember of the sales staff of See 


Associates, Inc., 
been 
counsel for 
Fire & Life 
Philadelphia; 


N. J.; and Marine Office of America, & Me 

. . ag nr } yer, New York, transit adver- 
New York. The last named will) ticing’ has been appointed to the 
use boating magazines and trade | 


newly-created post of sales manager 
— New Jersey and New York. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—-Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 


Ad Agencies Merge 


Wortman, Barton & Co. and Bar- 
ton and Goold, New York advertis- 
ing agencies, have combined their 
business and personnel. The new) 
company, to be known as Wortman, 
Barton & Goold, Inc., is located at | 
345 Madison avenue. 


not be) 


corporation | 


is there | 


tly 
wan isa diagre™ of souyle 
enlarge edge rincing 


KIMBERLY-CLARK constetion, 
NEW YORK: 122 East 42nd Street 


Useipietts Y Veit YA 


are produced on Seve we Printing Papers 


Americans enjoy the highest standard of 
living in the world, More than a little of 
the credit for this is due to the influence 


perfection . . 


of advertising. Consider, for instance, the 
service performed by skilfully prepared 
circulars, catalogs and publications. With 
illustrations done in life-like colors... 
with halftones of almost photographic 
. with type that’s printed 
clear-cut, they spread information about 
uses and values of merchandise. 
help to create the urge to own and enjoy 
America's products ! Significantly, many 
of these printed masterpieces are produced 
on Levelcoat* printing papers. 


Fine printed results are obtained with 
Levelcoat papers because the properly 
prepared and balanced refined groundwood 
content as well as coating materials are 
blended to give definite printing advan- 
tages. Levelcoat papers are characterized 
by remarkable opacity, and smooth, lus- 
trous surfaces. And because of manufac- 
turing economies, Levelcoat papers bring 
these fine printing qualities at surprisingly 
They low prices. 

Ask your printer or paper merchant 
for samples of Levelcoat printed results. 
Or, if you prefer, 
nearest office. 


write direct to our 


For volume printing of o price 
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States Optimistic About 
Tourist Trade Despite War 


Michigan Maintains 
Budget; Pacific North- 
west Revives Copy 


Detroit, May 7.—Paradoxically, 
Michigan’s resort industry this week 


looked forward to a good summer | 


despite restrictions on 
imposed by the current car and tire 
shortage and the prospect of gaso- 
line rationing. Much concern had 


auto travel | 


been felt over the probable fate of | 
the state’s $390,000,000 annual tour- | 
ist business, 80 per cent of which is | 


dependent upon automobile traffic, 


but as the season approaches, favor- | 


able factors are coming to light, en- 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFi 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


| many are seeking a haven for their 


| 
| 


| centers. 


| ness. 


Because of these new conditions, 
Michigan is expected to provide its 
own market this summer for the 
facilities offered by resort operators. 
Advertising plans call for consider- 
ably less space in out-of-state pub- 
lications. Bulk of the budgets is go- 
ing for space in Michigan newspa- 


couraging many to expand their pers, especially those in the big in- 
facilities. dustrial centers, and in the nearby 
Johnson’s Rustic Tavern, on. cities of border states. 


Houghton Lake, is adding 32 cot- 
tages this spring, doubling cabin ac- 
commodations of this well-known 
resort. Another operator in the Up- 
per Pennisula is expanding facilities | 
by 20 per cent. Considerable new 
building is seen in the lake country 
around Detroit, Pontiac and Flint. 

Character of the tourist business 
during the coming season is due to | 
change, according to observers. 
There will doubtless be fewer over- 
night visitors but a larger percent- 
age of people making full week 
stops, two-week stays or renting | $300,000 will be spent. 
cottages for the entire season. Judg-, Analysts theorize that each resort 
ing by inquiries that have come in, | section will draw patronage from 
the nearest industrial center be- 
|cause of the tire situation. If that 
theory proves out, South East Mich- 
igan is in a favorable position. Al- 
ready this section has more than ' 
200,000 new people attracted by de- 
fense work. By the end of the year | 
it is estimated there will be 500,000 
to 700,000 new workers in this state. | 
The influx started many months | 
ago, swamping the housing facilities 
of certain districts. As far back as | 
February, the increased population 
was manifest in the demand for 
auto license plates and for the first 
time in history the state ran out of 
plates. Only a rush shipment pre- 
vented a difficult situation when the 


To Spend $300,000 


Michigan itself has appropriated 
$150,000 for tourist trade advertis- 
ing, the same amount as last year. 
It is divided equally between the 
four leading associations, the Upper 
Peninsula Developing Bureau, 
Michigan Tourist Association, East 
Michigan Tourist Association and 
South East Michigan Tourist Asso- 
ciation. Each association must raise | 
an amount equal to that provided 
by the state, which means that 


families away from industrial cen- 
ters where bombings are considered 
a threat. 


Look to Defense Workers 


The well-paid defense worker 
will be an important factor in next} 
summer’s tourist business. Restric- | 
tions on the manufacture and sale 
of merchandise prevent him from 
spending his greatly increased earn- 
ings for goods he might otherwise 
purchase. War bonds are, of course, 
syphoning off some of his income, 
but a good deal is left over and the 
resort people believe that a liberal 
portion of this will go for recrea- 


tion. Government officials have deadline for new licenses arrived | 
'come out in favor of vacations for) March 1. 
defense workers. The Automobile Club of Michi- 


A strong demand already has de- 
veloped for cottages near industrial 
In some sections, all avail- 


gan, largest such organization in the 
world, has not laid off a_ single 
worker. Since Pearl Harbor, its 
able cabins have been taken. Those| membership has increased by 3,000 
within easy driving range of the big | to a total of 182,000, almost double 
defense plants have been occupied | the membership of the runner-up. | 


by war workers and their families| Michigan is the third state in the 
as regular residences. Some pro-/|country in the volume of tourist 
prietors have taken their advertis- | business. 


ing out of tourist directories and are | 
catering only to this type of busi- 


PACIFIC NORTHWEST 
REVIVES CAMPAIGNS 


Portland, Ore., 


THEY’RE GLAD 
THEY BOUGHT 
ART KRAFT*! 


summer because of war peril and 
tire and gasoline shortage, Oregon, 
Washington and British Columbia 
travel associations recently decided | 
to go ahead on a limited advertising 
schedule. 

After a survey of tourist poten- 
tials in California and Pacific Coast 
centers of population, now greatly 


bought 


ship to them. 
able to buy 


Meanwhile, 
not selling, 
Though busy 


Our stock of 


emergency. 

As 
victory is 
duction of 
which have 
being the 


soon as 


finest. 


ice 


will read it 
for reference. 


Ky 


our 
attained we 


for your free copy. 


Fortunate, indeed, 
Artkraft* signs. 
duction schedule will not be 


additional signs, 
have no serious maintenance problems on 


Artkraft* is 
America’s 
producing war materials 
of typical Artkraft* quality, we are pre- 
pared to render any 
tubing, 
other replacement items is ample for the 


signs of 
gained the 


To better help you get maximum serv 


out of your present 
prepared a booklet which covers opera- 


carefully 


—by ARTKRAFT* SIGN COMPANY 


* GENERAL OFFICES: 900 E. KIBBY ST., 


augmented by war workers, coast 


are those who 'travel looked brighter than ex- 
Our war pro- pected. Many tourists apparently 
have their hearts set on “one last 
such a hard- tes laa er Po 
as, a fling’ whether it means a swan 
Although they will be un- song for their tires or not. In fact 


they will many are actually saving tires now 


so they can take a jaunt this sum- 


those installed, since Artkraft* signs, mer. 
999, 1000°° perfect, have been built for The logical destination for hot, 
long life, require so little service. work-weary southerners, say the 


if associations, is the evergreen North- 
west. Those in the Northwest, ac- 
cording to surveys, are planning to 


serving, 
merchandisers. 


service, 
transformers and 


necessary So the State of Washington, 
ince of British Columbia advertis- 
ers, Evergreen Playground Associa- 
tion and the Oregon State Highway 


country’s inevitable Commission have turned on a modi- 
will resume pro- fied go signal. 
all types, the signs Advertising will be confined to 
: im 2 coast newspapers, Sunset Magazine 
reputation for . pa} t Magazine 


and special travel editions of East- 
ern papers. 

Opening ad for the Oregon State 
Highway Commission in Sunset 
Magazine has for its theme, “Relax 


signs, we have 


tion and maintenance of all types. It and Play in cool green Oregon.” The 

tells how to detect and correct troubles. campaign was prepared by Bots- 
—" Whether or not you have been an Art ford, Constantine & Gardner, Port- 
its kraft* customer, we invite you to write land agency. 


We believe that you 


i a's SEE ‘HOPEFUL TRENDS’ 
and then file it 


FOR HOTEL BUSINESS 

Atlantic City, May 6.—A current 
survey of transient hotel guests in- 
dicates continued travel, particu- 


LIMA, OHIO, U. S. A. : 
larly of a business nature, delegates 


“REMEMBER PEARL HARBOR. 


New 
here 
. mann, 


Jersey State Hotel 
were told by H. 
president of 


Association 
Victor Groh- 
Needham & 


BUY U.S. WAR BONDS NOW!" 


A PROMISE TO FILL WAR NEEDS _ 


A Question Confronting Every Businessman and Every Worker: 


WHERE ARE WE AT WAR? 


, ey 
4 the Enginh Chansei, Libya, Dareve, Ceylon and the Ukrawe 
We cae ene 


ean lames 


ne comvoy tars berthag to hecp opts he dutaat 
Or, cloner at home, we cae pout 00 the wubmarine suacks 
thong owt owe shores 

Bur, where cise are we at war! 

=e oe 

Tho war a everywhere because a @ everywhere. 

You seed only to look skyward sad you cas see shove you 8 
perennial snd mot umpossbie. bemteteld 

The warplanes travel om che lamiciens, houndaryless and ons 


versal ocean of the su the only curse that surrounds and covers 


every pow of the earth's werlace Hawan and Mawana, Songs 
ted Sea Drego Trputs sad Tokvo Berta sad Boxos 


Ghobe 2 wolared The war bas oo barriers, because surplanes can 
crom mouneuns, seas, dover ances 6 bows sod equatorial jungles 
woth equal freedom and speed 

* * 


Gone the day when only toldsers “go torch 


The fact thar every epee on carth 9 wulmersinie 00 aor rach renee 
the Sarum quo ter cer) hunnewman sad worker 

Ke i 8 task wo tax the ingemeity and veamine of ws all... is 
be recite to ces our Sorthamess co the hertage of omar peomers 
focetackers We are a the mow compelling "ace agaenst ‘ome of owe 
encre mamomal hatory For chs the hardest umdertahing che 
Unmed Seates ever tackled To wu calls for more chae the semen 
flores of owt Army and Nav) tr sino calls for relentens emergy sod 
comsecramoe (0 duty trom every Amern an 


You are proud of hum who weal sey vo hight 


American Asciines s promd to he un the growing ranks of tuners 
woidiers who are facusing thes urmos man power sad proche 
mon capacity co the one goal of Victory For 


10 war leaving (vam mmuee mt home 
No mamer whe we are, where we are oF 
shat out busamens, we are “um the army” eow 
fe qarers wot whecher ss bomewiie + 
deems, 6 mechaan to erally of 4 Duruaer mass, 
dene Are es ws calor aoe 


AMERICAN AIRLINES 4c. 


SOUTH OF THE rLaAGEMIFS 


The first company message to appear over the signature of its new president, 
A. N. Kemp, since C. R. Smith joined the Army Air Corps as a colonel, this 
full-page advertisement for American Airlines ran in 15 dailies in 12 key cities 


throughout the U. S. last week. 


several times a year to put across some special message to the public. 


American Airlines uses similar editorial-type ads 


Ruthrauf 


& Ryan is the agency. 


| that question,” 
| clared, “‘New York City and resorts 


May 6.—Revers- | : . 
/ing an earlier decision not to pro- | Seriously affected by curtailment in 
mote Northwest vacation travel this | travel. 


| tive, 


revisit favorite haunts in their own | 
backyard or travel toa state nearby. 
Prov- | 


to the 24th annual convention of the 


Grohmann, Inc., 

The survey was conducted in con- 
junction with the research office of 
the department of hotel adminis- 
tration at Cornell University, Ithaca, 
N. Y. Results showed “a number 
of hopeful trends for vacation busi- 
ness this summer,” Mr. Grohmann 
said. In answer to questions regard- 
ing vacation plans, 31.5 per cent said 
the war would have no effect; 27.7 
per cent stated their 
would be spent closer to home, and 
the remaining 40.6 per cent were 
undecided at present. 

“Judging from the answers to 
Mr. Grohmann de- 


located near the metropolitan areas, 
such as Atlantic City, should not be 


The method of travel, however, 
will be somewhat changed, the sur- 
vey indicated. More people will 
travel by train and fewer by auto- 
mobile, particularly for the longer 


| distances. 


Mr. Grohmann also offered 10 
reasons why hotels should continue 
their promotion and_ advertising 
during the war period. He stated 
that hotels should adjust their pro- 
motion to meet the situation instead 
of letting it retard the progress of 
their business. “The war offers new 
opportunities for ingenuity, initia- 
and creative genius,” he said, 
adding that the government, through 
Price Administrator Leon Hender- 
son, has fully endorsed the continu- 
ance of advertising. The ten rea- 
sons he cited were: Keep your name 


| before the public; build for business 


New York agency. 


vacations | 


after the war; sell the faster-chang- 
ing public; conduct more research; 
inform public of need for restric- 
tions, rationing and savings; pro- 
mote better care of equipment: 
eliminate complimentary — services 
and other evils; counteract rumors; 
“sell your part in national 
omy” and help sell war bonds 
stamps to public and employes 


WINTER SEASON ‘SUCCESS’ 
Los Angeles, May 6.—Southern 
California’s winter tourist season, 
which began last Nov. 1, brought 
about two-thirds the usual number 
of visitors to the southland, it was 
revealed here by Don Thomas, gen- 
eral manager of the All-Year Club 
of Southern California. All things 


econ- 


and 


50,000 WATTS DAY 
AND NIGHT CBS 


PAUL H. RAYMER CO.. NATIONAL REPRESENTATIVE 


ee 


IN SELECTING TODAY'S MEDIUM WITH 
THE FASTEST GROWING CIRCULATION - 


WILL INSURE YOU OR YOUR CLIENTS 
GETTING SPACE NOW AVAILABLE. 


ACT TODAY! 


MURRAY & MALONE CC 


a MINNEAPOLIS, MINN. 
"STREETCAR AND BUS ADVERTISING 
INNEAPOLIS » ST. PAUL + DULUTH + suPER 


; 


I 


t 
I 
l 
t 
t 
; 


fons oS ie pam % A ; 
oe B, 3 = ae ‘ ra : 
J : 5 ate! a Pesto x : oe i et ls Soe ee, - ‘ - . 
Monae r ‘ ae ie } oe 3 De Mew ek : S sor me te be iy hy eee a xs. ie ; nee Pe . 
xe = a ll ol 5 Sa a ee he ‘ eS eowe, ath iy whPe = ee te 3 ae oe ate * i ig o cr Ca ak ee 
in 5 p- ay PL Ge tae = Bie I 5 inas SAS pea te iat i Lo : Lee eA Tees ae gS ee eee get . ae = “y 
es < “ie o Sean . Bedi i Sn 4g e SS ~ 2s case am ; Ris : Ae ; : Sed a i eta ag ia eae : : He sane ay fu te Retna al 2 ‘-Paad ana Se ei Pc Plies 3 ee of oe Su F 
7 
7 
"7 ee ‘ 
- r. ’ ee ‘ 
as ee ——— ———— 1 
%, “— —————— i 
| : 
BE lee oo . f 
ey I 
Se 
“a ee ‘ 
sayuee . 
35) 
ba, ’ 
‘<q a ka . 
"aye: 
ae ae , 
5 a : § 
| 
i. ee ! 
| i t 
bee Po pre cerreg y 
a bale Be pred of hem who ey heme io hghe ‘ 
. - ee ee 
agfl = We can wim only wath the some hagh veandard for bork chose é 
he i Te per 
“4 he . We talk of preserving our way of life 
4 ia) We can do that only with the word of our lives Beveg free ( 
, = Tenet, Ge tos w ended olen Gin ou hha ass dense cumgua Ta ou 00 punens ome 
- ; - pce be Sty te : age any “7 “ ven and challenge, because every ome of ws # 10 1 No one con excepe it, ( 
a eer a ond the consequences of bow 1 ends 
a 
es . Po 
al ‘ De he duration, we have s diffe byective 
J SP a ee than we had before Pearl Harbor We be 
ha eee Seema | pune mnguacnee then comput 
omens Sone pale inco saugmiicence shen compared to 
; ee Svecmcare | ee 
po tela 
; a et mee That comets mony ates Cvery member 
| a Sasso | —— 
aan ESS 
SD ‘cabansaarapaeen —— 
| \ 
~ 
—— \ 
t 
7 5 oe, a 
or i 
Paes “a 
* a 
= i v 2 7 
i 
lal _—_ [Le 
oy 
a nn : 
eT ee ; 
Oe.G a 4. _— 
“a aie 
k " 4 
" ails 
ae 
ie. 
i 
& Po 
a  s 
as | Pe , 
we 
a ee 
- \ - 
i ea a 
| 
a : 
ae | 7 
= - 7 i * 
a a 
a 
eit ut he ka * 
cea ee : sed 
ee 
he, Les 
i, eee 
— | 
en 
Aer od 
sd | 
ae a ee 
~~ oo are 
ree ae - ; 
ae 5S TE 
: a 
ee su. 5 ei. t r 7 
be as 25 “4 bee a ee 
a a aes 
ps oe RF ate ” ‘o hs 
ae eae Ta. AT a "ar a aS eT 
=. | PS _STREETCAR AND BUS ADVERTISING 
d, ns 
P a id aan ee, 
jo cies > ee i a 
pent eee es a ae S. q 
a ; ae a a 
ae Bogs a 
Tg ics Sates - oe aa 
| ee | ee AD. 
‘as 4 ] 5 
ar SE | 4 
i q 2 - = 
Tas 
Pee re | °; 
rey Trademarks Re U. & Pat. of 
i eae 
= is ete 
, co 
« “ef ne : ‘ 
i . *, ta ae 4 ea : . Z z : . 2 are! yo aS > ee a 5 ; Pia. z : , : ; F ; ras : oe: ae 
bid xe 5 sy % F aie. F yi - > a hes + i Ss | a. ic 2 “ oS Se” ae oF + , Peg ae + ~ | J i : 4 Me Rs a Se an Pee 
; ete at . ae joa pile see gins 5 Rp AEP 2am . a fgoe. 4 ae * aie Oe eer se ee we Bees Paes. eee ‘ ‘ cule F Bee Pe oS fs Ses LP = ¥ i 
She a’ bar Ne ee oot Mia ge eal Os aie Be ¢ ‘ ae a $) re Py plies Sr GSE oe Ch © cer cnet yk SS “eg ae SY MORN one is hd ee eee os ee 
ise ee aS ae te ae pe Mr, SET ESS Cel ty a ee ae Oe A oe rie ine ae ee 5 Ls BR oe eer a ee met to. ae eS as Ee ee eae pe 


May 11, 1942 


ae — 


ADVERTISING AGE 


27 


considered, officials said this figure 
was even better than expected. A 
fair tourist winter brings between 
g0°.000 and 700,000 visitors. The 
Ali-Year Club makes its calculations 
by taking the total travel and de- 
du ting farm migrants, Army and 
Na y and other official government 
visors, and the usual run of peo- 
ple on business trips. 

e club is endeavoring to get a 
staggered vacation system adopted 
in the East. Inasmuch as fewer 
per le are traveling by motor car, 
this would put less strain on trains 
buses. The club reports that 

corporations have already 
adopted this plan. 

Convention business is definitely 
off. but despite this the usual run 
of hotel business is holding up to 
about two-thirds of normal, better 
than expected. One hotel even re- 
ports better business than this time 
last year. Hotel men say there has 
been a change in the most common 


type of southland visitor. He was 
formerly the man who came out for 
“business and pleasure” with his 
wife and possibly the children to 


spend a week or two. Now he is 
less apt to be accompanied by his 
wife and usually stays only two or 
three days. 


VACATION AD SERIES 
LAUNCHED IN EAST 

Hartford, May 6.— Despite gov- 
ernment orders to dim out all lights 
along the Connecticut shore for the 
duration, operators of Connecticut's 
famed shore resorts expressed de- 
termination this week to continue 
their original advertising plans as 
nearly as possible in order to con- 
vince vacation-seekers that the Con- 
necticut shoreline is still a safe and 
beautiful place to visit. 

The Lyme and Old Lyme, Conn., 
Chamber of Commerce, and also the 
East Lyme and Niantic, Conn., 
Chamber of Commerce launched a 
series of ads in Connecticut news- 
papers stressing the fact that there 
will be no great restrictions on 
vacations along the shore this sum- 
mer. Copy declares: “Plan on a 
summer of freedom for every sea- 
shore activity — Our beaches have 
the ‘all-clear’ for vacation privi- 
leges."” The Yankee Writing Serv- 
ice, Guilford, is the agency. 


Milton Stiefel, operator of the 
Ivoryton Playhouse, Ivoryton, 
Conn., summer theater, has an- 


nounced that although he may not 
start his theater season for at least 
another month, he contemplates 
some type of advertising campaign 


Another Pat on 


the Back for 


Farrorn 3-1n-1 Service 


This J. P. Smith Shoe Company Mat 
Service, consisting of composition, en- 
gravings and printing, was produced in 
its entirety by the Faithorn Corporation. 
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in Connecticut. Some summer the- 
ater operators feel that despite cur- 


tailment of gas and tires, patrons 
will still find ways to attend the 
shows. Connecticut’s beach resorts 


are already advertising for 


forthcoming openings in June. 


CANADA TRIMS BUDGET 

Ottawa, May 6.— While the final 
budget has not yet been determined, 
the Canadian Travel Bureau indi- 
cated this week that it will spend 
considerably less than last year’s 
$500,000 during 1942 in tourist pro- 
motion. 

The amount may total $200,000, 
according to the view of officials of 
the National War Services Depart- 
ment. A portion of this sum, 
although smaller than the amount 
used last year, will be expended in 
the United States to attract travel- 
ers who can reach Canadian 
sorts easily by railroad or boat. 

Fewer visitors are expected to 
cross the border enroute north by 
private automobile but inquiries at 
the Travel Bureau indicate that de- 
spite rationing and other wartime 
restrictions many Americans intend 
to visit Canada. Most motorists in- 
tend to drive directly to the vaca- 
tion spot of their choice and remain 
there until time to return to their 
home cities. 


their 


re- 


Trademark Infringement 
Tudged Unfair 


Supreme Court Justice John C. 
Wheeler, Rochester, N. Y., recently 
held that American Oil Company is 
not entitled to a monopoly in using 
the word “American” in relation to 
petroleum products, but is entitled 
to an injunction to prevent Noah's 
Ark Auto Accessories, Inc., Ro- 
chester, from using a “striking re- 
semblance of its trademark.” 

In 1936, Noah’s Ark developed 
the brand name, “All American,” for 


its motor oil Its label, the court 
pointed out, does not have “All 
American” spelled out in full but 


“by an ingenious contraction” min- 
imizes the word “All” and empha- 
sizes the word “American.” Justice 
Wheeler ruled that Noah's Ark 
must spell the two words com- 
pletely, since its present consolida- 


tion infringes on American Oil's 
trademark. 
WPB Hints Tin Order 
to be Tightened 
The War Production Board has 


lropped a broad hint that even 
more drastic tin conservation meas- 
ures may be necessary by request- 
ing canners to begin thinking about 
the adoption of other forms of food 
preservation. Suggestions include 
freezing, dehydrating or packaging 
in less critical materials than tin. 
In addition, the WPB Containers 
Branch, after consultation with the 
Department of Agriculture, has 
urged careful planning of the pro- 
duction of “secondary” vegetables 
and the harvesting of “secondary” 


fruits this year, in order that tin 
alloted for these purposes will be 
adequate to meet the needs 
Price Digest Issued 

A 127-page booklet entitled 
“Federal Price Control” has been 
prepared for public sale by the 


Office of Price Administration. 
Copies, priced at 20 cents, may be 
purchased from the Government 
Printing Office. The publication, an 
indexed digest, covers the period 
from July 1, 1940, when Leon Hen- 
derson began as Price Stabilization 
Commissioner in the National De- 
fense Advisory Commission, to Feb 
11, 1942, when price control through 
delegation of Presidential authority 
ended upon enactment of the Price 
Control Act 


Higgins to WRC-WMAL 

William M. Higgins has _ been 
named sales promotion manager for 
WRC-WMAL, Washington, D. C.. to 
succeed Lieut. Hugh M. Higgins, 
who has been called to active duty 
with the Army Air Force at Santa 
Ana, Cal. Mr. Higgins was for- 
merly with Creighton University, 
Omaha, Neb., where he did promo- 
tion and publicity work. 


Distributes “Outdoor” 


Outdoor Publications, Inc., Bos- 
ton, has turned over Outdoor Maga- 
zine to Fawcett Publications Dis- 
tributing Corporation, Greenwich, 
Conn., for release through inde- 
pendent magazine facilities. 


Commerce Releases 
Small Town Manual 


The Department of Commerce has 
issued a revised edition of the Small 
Town Manual first prepared last 
year, outlining methods for dis- 
covering and developing the assets 
of small communities. The plan 
suggested does not require the ex- 
penditure of money or the services 
of an expert. 

The manual explains how 
mittee of citizens or an existing 
civic group can analyze the market, 
uncover shortcomings holding back 
the community, and adopt a plan 
of action to get results through co- 
operative action of all groups. 


a com- 


Agency Changes Name 

Lang, Fisher and Kirk, Inc., 
Cleveland advertising agency, has 
changed its corporate name to Lang, 
Fisher & Stashower, Inc. 


British Exporters Listed 


Franklin Johnston, publisher of 
American Exporter, has prepared a 
survey of wartime British export 
advertising, including the names of 
796 different advertisers in eight 
British export papers. Copies may 
be obtained from the New York of- 
tice of American Exporter, 386 
Fourth avenue. 


Sherman to Walker Co. 

Herbert P. Sherman, formerly 
business manager of WAIT, Chi- 
cago, has joined Walker Company, 
the station’s representative, as part- 
ner. 


To New Headquarters 
Mail Advertising Service Associa- 


tion, New York, has moved its of- 
fices from 110 E. 42nd street to 37 


W. 43rd street. 
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The Faithorn Corporation 
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This prize award should please you as greatly as it 
does us, since all production requirements, type, engraving 
and printing were produced by the Faithorn Corporation 
craftsmen in the Faithorn plant, where everything was 
accomplished under ONE roof. We appreciate your ability 
to combine speed and economy with quality. 


FAIT 


Yours very truly, 


FARKAS BROTHERS, Inc. 
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‘SSV’ Plan Brings | 
Quick Cooperation 


at New Departure 


Bristol, Conn., May 
prehensive employe 
drive based on the code letters 
“S.S.V.” was credited with out- 
standing success this week in en- 
rolling workers of the New De- 
parture Division of General Motors 
Corporation as backers of the gov-| 
ernment’s war bond payroll savings 
plan. So successful was the cam- 
paign that in two days 95 per cent 
of the personnel was enrolled. 

The plant was festooned with Dr. | 
Seuss posters of three of the most- | 
hated posteriors under pressure to- 
day, those of Hitler, Hirohito and 
Mussolini, each bearing one of the 
letters, “S. S. V.” The same enig- 
matic letters are imposed in reverse 
on the sole of a boot titled “New | 
Departure,” which has just deliv-| 
ered a well-deserved kick to the | 
oppressors’ respective derrieres. 
Teaser ads in the Bristol and Me- 
riden newspapers built interest in 
the campaign. 

The symbols “S. S. V.” stand for 
the plant’s slogan, “Save and Serve 
for Victory,” and copies of the 
poster have space underneath for 
employe signatures indicating coop- 
eration in the war drive. New De- 
parture hopes to be the first G-M 
plant to be 100 per cent represented. 

Along with its war production 
and morale and _ dollar - boosting 
drives, the division has conducted a 
bond bonus plan for work-speeding 
suggestions. For suggestions which 
increase an employe’s production on 
his own job, on similar or other 
jobs, or which improve quality or 
result in increased safety, bonuses 
are paid in stamps and bonds rang- 
ing from $7.50 to $1,000. 


5.—A com- 
cooperation 


New Offices for Bernays 

Edward L. Bernays, public rela- | 
tions, has moved to 9 Rockefeller 
Plaza, New York. 


lof war 


FOR SERVICEMEN 


TO YOUR BOY wae | 


CIGARETTES 
FROM YOU 


-— 


- esecereras 


Philip Morris & Co. ran this copy offer- 
ing a special tax-free price for cigarets 
sent to boys serving overseas, using its 
regular list of 300 newspapers in 250 
cities as a one-time shot. Biow Co. is 
the agency. A similar offer for Camels 
is being made by R. J. Reynolds Tobacco 

o. on window displays in New York 
cigar stores. Other manufacturers may 

join in the wartime service. 


Census Bureau Plans 
Canned Food Survey 


A nation-wide inventory of sup- 
plies of canned _ foods 
launched May 29 by the Depart- 
ment of Commerce, to uncover in- 
formation for the Office of Price 


Administration. Data on distribut- 
ing trades will be particularly 
sought. 


The Census Bureau will obtain 
information from 2,500 canners, 15,- 
000 wholesalers and other distribu- 
tors. Data will cover about 50 
vegetables, fruits and fish products. 


ANPA to Issue Book 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, has made a collection 
ads, supplied by its mem- 
bers in all parts of the country, for 
inclusion in a book entitled, “Ad- 
vertising Goes to War,” which will 
be issued to advertisers, 
and member newspapers. 


Zr 


SWIFT 0) 


Garnering 


DRAW. ..1HE Zeezees 


- promoting sales at maximum econ- 
omy—these are every day accomplish- 
ments of KXYZ, Houston and KRIS, Cor- 
pus Christi. 
rich, populous Texas Gulf Coast with a 
variety of leading network programs which 
assure a high degree of listenership. 


Y 


THE SALES 


inquiries at amazingly low cost 


The blanket the 


“Twins” 


Represented 
nationally by the 
Branham Co. 


If Texas is your market, certainly Houston 
and Corpus Christi are the two metro- 
politan centers you want to dominate be- 
cause these are Texas’ two fastest-growing 
cities. Here there are no plant conver- 
sions, no lay-offs . . . for oil, cotton, live 
stock, farm produce and Gulf Coast manu- 
factured munitions are in great demand by 
a country at war. 


Today, let us tell you all about the “Twins” 
and how their special combination rates 
will save you considerable. 


agencies | 


will be} 


__Getting Personal _ 


Joe W. Hicks, dir. of public relations for National Confectioners 
Assn., was a guest lecturer at Northwestern U.’s class in publicity and 
promotion. Subject: public opinion surveys in relation to public rela- 
tions and promotion. . . William W. Tomlinson, formerly a Philadelphia 
public relations counsel and former ANA director, has been elected 
secretary of Temple University, where he joins another figure of the 
publishing world, Robert L. Johnson, who became president in 1941... 

Named to a general committee to arrange a war industries exposi- 
tion, June 6-10 in Milwaukee were Irwin Maier, bus. mgr. of Mil- 
waukee Journal; Walter Seiler, pres. of Cramer-Krasselt Co.; Fred E. 
Eriksen, adv. mgr., Wisconsin Electric Power Co.; and W. N. Thomson, 


bus. mgr., Mil- 
saukee Sentinel. 
ge ater DEAL SETS AN EXAMPLE 


time manager of 
the Seattle and 
San Francisco of- 
fices of Ruthrauff 
& Ryan and now a 
newsman on _ the 
San Francisco 
Chronicle, revert- 
ed to his former 
slogan - finding 
habits to coin the 
slogan for Frisco’s 
salvage drive: “It’s 
a sin to waste tin.” 
He was awarded a 
medal of pure tin 
in recognition of 
his services. . . 

At the testimo- 
nial dinner for 
Joseph E. Davies, 
former United 
States ambassador to the U.S.S.R., 
modore Hotel in New York, was many a bigwig from the layout- 
and-copy business. Among them: Jack Tarcher of J. D. Tarcher & 
Co., Leonard M. Masius of Lord & Thomas; Albert D. Lasker of L & T; 
George R. Katz of the Katz Agency; Milton H. Biow, the Biow Co., and 
Edward L. Bernays. 

Cocktails, dinner, song, eulogy, spirited banter and assorted and 
friendly skulduggery will be the order of the day when Al Leininger, 
advertising director of Parents’ Magazine, throws a party at the Drake 
in Chicago May 15 to mark the tenth anniversary of Ed Fryk and 
George Hadlock as co-managers of Parents’ Chicago office. . . 

Frank E. Wolcott, Jr., since 1940 sales manager of the Hartford, 
Conn., division of the Silex Company, has been elected a director of 
the Riverside Trust Company, Hartford, to succeed his father, 
Frank E. Wolcott, who retired from the board because of pressure 
from other business interests. 

Leo Nejelski, advertising manager of American Home Products, has 
blossomed forth as a playwright. A one-act drama he recently fin- 
ished, titled “Going Home,” was adapted to radio and presented over 
the Blue Network as a tribute to Polish Constitution Day on May 3. 


Harold R. Deal, mgr. of advertising and sales prom., Tide 


Water Associated Oil Co., San Francisco, becomes the 

first among his company's executives to be a blood donor 

to the city blood procurement center. The entire de- 
partment is following his example now. 


on Thursday, May 7, at the Com- 


The wartime piece dramatized the hardships of a Polish refugee 
family. 

Clay Morgan, NBC’s assistant to the president, is in West Side 
Hospital, New York, for observation. His physician fears it is an 


attack of appendicitis. . . 

Cigarstands in the RCA bldg. ar> said to be doing a land office 
business supplying tenants who have recently become proud papas. 
Tom Fry, of the Blue net's sales staff, became a father for the 
first time when his wife presented him with a baby girl, who has 
been christened with the pixie name of Heidi... and the stork has 
paid a second visit to the home of Bob Eastman, of the Blue spot 
sales staff, and left him a second son, who weighed in at seven 
pounds. . . 

Willard Lochridge, JWT account executive for Kraft Cheese, teamed 
with Bing Crosby, star of the NBC Kraft Music Hall program, on May 
3 at Sunset Ridge Country Club, Winnetka, IIl., against Dave Tosh, 
Sunset pro, and Jock Hutchinson, Glenview pro. It’s rumored the 
amateurs finished a good second. . . 

Frank Gerber, pres. of Gerber Products Co., was given a testimonial 
dinner under auspices of the Chamber of Commerce, Fremont, Mich., 
celebrating his 40 
years of service to 
the canning indus- 
try. .. A handbill 
announcing the 
birth of his daugh- 
ter, Libby Anne, 
was circulated by 
Don Dawson, 
prom. mgr. of the 
Portland Oregon- 
ian. Resembling 
pre - appearance 
ballyhoo for a 
movie, the an- 
nouncement listed 
as added attrac- 
tions the “Crib 
Kids”, . 

Walter T. Pfeif- 
fer of Bozell & 
Jacobs has a free 
meal coming from 
the Omaha Junior 


ACA HONORS ROBIN E. MERRY 


ae ne 


Robin E. Merry, right, a director of the Association of 


Canadian Advertisers, is leaving for the East Coast to Chamber of Com- 
take an officer's refresher course before entering the Royal merce, thanks to 
Canadian Navy. Here he is receiving a farewell gift from his poster’s win- 
Robert E. Jones, association president. ning first prize in 

the association's 


get-out-the-vote drive. His slogan: “Vote—lIt’s the American Way” 
John Nelson, CBS producer and now with WPB’s radio division, 
married Arnelle Olson, formerly his secretary at Raymond Morgan 
Adv. Agency, Hollywood, in a Santa Barbara ceremony April 24. . . 
The John Graham Pattersons (he’s the son of Graham Patterson, 
pres. and pub. of Farm Journal and Farmer’s Wife, and is with the 
farm paper's Chicago office) have picked Prudence as the name for 
the new daughter which arrived at Evanston hospital last week. . . 


| Consistent copy, 


Bekins’ Copy 
Stresses Service 
in Year of Moving 


Los Angeles, May 7.—In a year 
which finds many Americans on the 
move who formerly had been 
securely rooted, Bekins Van ang 
Storage Company has stepped up its 
promotional budget to more than 
$100,000 and is advancing confi. 
dently to meet the heavy load nowy 
being imposed on all transportation 
facilities. 

The Bekins system, althoug) j; 
serves the entire country on occa 
sion, is centered in the Pacific and 
Far Western states and most oF its 
promotion is aimed at that area, 
generally consist- 
ing of 112 lines on two or three «o|- 
umns, is appearing in 25 nevws- 
papers in West Coast cities, ani a 
three -times weekly newscast js 
sponsored over a Columbia Pac fic 
network. In addition, spot radio 
and direct mail advertising is be- 
ing used. The radio program is the 
news broadcast and analysis by 
Harry W. Flannery, who succeeded 
William L. Shirer as CBS’ Bertin 


correspondent, heard from 5:30 to 
5:45 PWT. 
The copy theme employed by 


the van line is “Serving Hom: 
Business—and the Nation.” Mue 
of the 1942 copy plays up the com- 
pany’s 47-year history, and stresses 
then-and-now themes. Brooks Ad- 
vertising Agency directs the ac- 
count. 


McCarthy to Hutchins 


John P. McCarthy, formerly wit 
F. A. Hughes Company, Rochester, 


N. Y., has joined Hutchins Adver- 
tising Agency, Rochester, as vice- 
president. 
Sponsors Baseball 

Willards Chocolates, Ltd., ‘To- 
ronto, will sponsor this season's 


baseball broadcasts over CKCL, To- 
ronto. Cockfield, Brown & Co. is 
the agency. 
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_The Listening Post 


foilet goods and drug industries | 


till concentrating on developing 


art 
- factory substitutes for collapsi- | 
ble tubes and tin-plated closures. 
Latest wrinkle is a tube of lead- 
silver alloy containing between one 
and three and one-half per cent of 
silver. Higher percentages do not 
alloy successfully. Although some 
experts in the Food and Drug Ad- 
ministration have warmed up to the 
new tubes, approval of use for 
toot! paste and shaving cream awaits 
further laboratory testing. The sci- 
entific advisory committee of the 
Toilet Goods Association has recom- 


mended plastics and wood closures 
for the higher priced products that 


can bear the cost, and is supervising 
experiments with threaded glass 
and impregnated paper. 
* Oo * 
Not all of America’s wartime 


engineering ingenuity is being fo- 
cussed on the military front. When 


the Coordinator of Inter-American 
Affairs decided to develop a picture 
mat service for Latin American 


distribution, lack of stereotyping 
facilities proved a stumbling block. 
Paper matrices are light enough for 
air express shipment in quantity, 
put few hemisphere papers are 
equipped to cast stereos. And ship- 
ping heavy boiler plates, a la West- 
ern Newspaper Union, proved far 
too costly. Substitute developed is 
a Bakelite plastic. Process calls for 
making a zinc engraving, then 
pressing a negative mat in a special 
heat-hardened Bakelite. 
printing plates, 1/16 inch thick, and 
weighing one-twentieth as much as 
ordinary lead-tin-antimony boiler | 
plate, are pressed from the hard- | 
ened molds in five minutes. Express 
charges and precious metal are 
saved. Further experiments are be- 
ing conducted in using the same} 
techniques to free copper and zinc 
now used for advertising and edi- 
torial plates, at least on the shorter 
press runs. 
cg * * 


Secretary Ickes, whose return to 


sence has been sped by the gasoline 


crisis, is living up to his reputation | 


as an apt phrasemaker. Speaking 
of restrictions on non-essential uses 
of petroleum, he said: “We must 
cut not only to the bone but on 
through to the marrow.” 

ok x * 


Widespread government _ stand- 
ards for consumer goods are com- 
ing as sure as war is what General 
Sherman said. OPA officials charged 


with administration of the over-all | 


freeze regard a general grading pro- 
gram as inevitable. The how, what 


and when of such a development | 


depends in large part upon business. 
OPA will go as far as necessary, 
and as soon as the need becomes 
apparent. Business can ward off or 
at least minimize standardization 
and grading by not attempting to 
circumvent the freeze regulation 
through reducing the quality of 
merchandise. Significantly, how- 
ever, the “statement of considera- 


| 


Bakelite | 


| 
| 
| 


|of the major 


| 


| Gregory 
| “manager 


‘ 
the spotlight after some months’ ab- | 


tions” issued in conjunction with 
the freeze edict said: “Efforts will 
be made to foster economies in 
manufacturing and distribution, as 
by the standardization and simpli- 
fication of goods ;. .” 

* * 7 


Newspapers from as far away 


to Washington to appeal the Office 
of Defense Transportation’s recent 
order curtailing deliveries, which 
would have the effect of preventing 
papers from delivering more than a 
single edition daily. Incidentally, as 
recently as four weeks prior to issu- 
ance of this order, government in- 
siders did not expect it would be 
necessary. It became so because 
small merchants would not cooper- 
ate voluntarily. They feared their 
competitors would not follow the 
government’s recommendations, and 
that they would lose customers as 
a result. The history of numerous 
other mandatory restrictions im- 
posed when voluntary suggestions 
failed reads much the same. 
tk oe ae 

The manner in which the coffee 
conservation order has been set up 
—limiting users of 2,000 pounds or 
more to 75 per cent of last year’s 
figure, but permitting users of less 
than 2,000 pounds to handle any 
amount up to that level—may put 
something of a crimp in the chain 
stores’ coffee-selling lead, and might 
work to the advantage of small re- 
tailers who may be able to increase 
their total sales by carrying more 
brands. The order won’t make 
roasters of nationally advertised 
brands happy, however. 

* * * 

A five year trend towards local- 
ization of the key New York outlets 
networks was 
maxed recently when William S. 
Hedges, NBC vice-president, an- 
nounced that hereafter 
would add the title 

of WEAF” to that 
manager of NBC-operated stations. 

Historic policy of both NBC and 
CBS was to consider WEAF, 
and WABC as “show windows” 
network sustaining programs, 
local programs and local sales effort 
were frowned upon by the network 
managements up until 1937. 


CBS in that year’ appointed 
Arthur Hull Hayes of its Radio 
Sales division as sales manager of 


WABC, and later named him man- 
ager. WJZ followed within two 
years, going in heavily for local 
programming, local sales and local 
publicity when NBC executives de- 
cided that its junior web needed a 
shot in the arm. WEAF, 
was a lone holdout until last week, 
accepting local programs, but hav- 
ing only one local sales employe, 
promotion man Bob Hutton. 
* * ok 

If a sales tax is finally voted de- 
spite White House and Treasury 
opposition, it will probably be 
cloaked in some such sugar-coated 
raiment as “war consumption tax.” 
Such a designation would not only 


® TOWER DISPLAY 


in one piece 


“balancing act’ 
attracts the eye to your product 
from ‘way across the store... a 
perfect three-dimension facsimile of your 
cans or cartons, stacked six high or more, 
and topped with a colorful sales message! 


Can't tumble down 


Here is a 
that 


_the entire stack is all 
Takes little counter or window 


space and does not obstruct light or view 
Speeds up stock turnover for your dealer 
_and for you, at the point-of-purchase! 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 S. Wabash Ave., Chicago, Illinois 


Phone CALumet 7200 


Sherman D. | 
of | 
of | 


WJZ, | 
for | 
and | 


cli- | 


as | 
California have sent top executives | 


AN ADVERTISER SPREADS A MESSAGE 


Has America Anything to Fear 


From a Victorious Russia? 


EDITORIAL 


#, MERSERT AGae 


AS A PUBLIC SERVICE 


covered that the Mutual Broadcast- 


ing System had previously had a 
similarly beautiful idea, and had 
already arranged with the Aus- 
tralian Broadcasting Commission 
for a similar show to be _ short 
waved to this country and aired 
over the Mutual network. Red 
Cross, not wishing to duplicate this 
effort, hastily revised its plan. Now 


it intends to make special record- 
ings of the voices of individual 
soldiers from the Mutual line. These 
recordings will be sent to parents 
or nearest of kin for playing on 
home phonographs. 


Station Breaks 
on Blue Net Key 
Sold toP &G 


New York, May 
networks’ diffidence to permitting 
station break announcements on 
their New York key stations broke 
this week when WJZ announced 
simultaneously a new _ policy—25- 
word station break announcements 
in the evening, and a new sponsor 
—Procter & Gamble Company for 
Duz. 

Duz announcements, 
Compton Advertising, will be spot- 
ted seven times weekly, on a 52- 
week basis, the campaign, with dis- 


7.—The major 


prepared by 


counts, totaling more than $35,000. 
' editorial is reprinted by permission, from The Newspaper PM, May 1, 1942 As the Blue Network key’s first 
by INTERNATIONAL LATEX CORPORATION © PLAYTEX PARK © DOVER, DELAWARE sponsor, Duz is picking up the audi- 
P< CRE as Wie ah - ence of Lowell Thomas’ Sun Oil 
As a public service, International Latex Corp., manufacturer of Playtex girdles news comment, with a CAB rat- 
and other products, scheduled newspaper space in the capital last week to reprint ing of 20.3, “I Love a Mystery,” 
this editorial by Herbert Agar, which appeared originally in adless PM. rated 11.5 by CAB, and the “Lone 
Ranger,’ not yet rated on the Blue. 
make clear the emergency nature|be preserved, and whether produc- WABC and WEAF continue to 
of the resort to this form of taxa-| tion would be completely standard- iturn down all station break busi- 
tion but also get across the idea that) ized and limited to a single “Vic- | ness except time signals, in line 
even merchandise essential to min-| tory” model. with the desires of network spon- 
imum civilian life competes in some pal sors who have long sought to pre- 
way with war production. The American Red Cross dreamed | yent capitalization of their audi- 
a a up a beautiful idea not long ago. | ences by spot announcement buyers. 
Hector Lazo, now on leave from! Why not transcribe messages from . _ 
his post as president of the Coop- | 4merica’s fighting men in Australia, Holland to “Extension” 
‘erative Food Distributors of Amer- | @nd distribute them to the radio | Margaret Holland. formerly with 
ica to head OPA’s trade relations Stations in the men’s home towns? | 4) | y oe Saurnat Philadelphia 
branch, has a Horatio Alger story |The idea was a natural and was North American and New York 
all his own. He arrived in this|@dopted forthwith. Stations were | Herald Tribune. has been appointed 
country from his native Guatamala|i™formed and other preparations | Eastern advertising manager of Ex- 
in 1915 with only $7 to his name|™Made. Then the Red Cross dis- | tension Magazine, New York. 
and without knowing a word of | 
|English. Now he has the stagger- 
ing responsibility of instructing the | a 
nation’s retailers in the specific re- v 
quirements and procedures of the 
price fixing program. He has | a 
worked for Uncle Sam in a prev ious | 
emergency, serving as_ assistant! ; : 
chairman of the food and grocery | 
authority 


however, | 


| hearing 


|ployers. A 


back in NRA days. 

The packaging revolution which 
has already taken place due to ma- 
terial shortages will look mild com- 
pared to what OPA experts predict 
will happen in this field in coming 
months. Manufacturers in quest of 
some way of relieving the squeeze 
resulting from the price freeze are 
certain to ban all frills and abandon 
luxurious methods of distribution. 
In fact, they will have to cut to the 
bone in every possible direction be- 
fore OPA will grant any relief in/ 
the form of subsidies. New legisla- 
tion, incidentally, will be necessary 
to enable payment of subsidies. The 
cost to the government will be 
staggering, but just how much will 
be needed hasn’t even been esti- 
mated yet. 


* ad 


Several admen doing 
duty in Washington are not 
busy to attend meetings and hear- 
ings affecting their peacetime em- 
former publishing ex- 
ecutive now in khaki regularly finds 
time to spend a day each month at 
the business paper editors’ meet- 
ing, and a network official was an 
interested onlooker recent 
at which boss 


emergency 


too 


at a 
his radio 
testified. 


Long dormant and believed dead, 
the idea of following the British ex- 
ample of concentrating in a few 
plants production on priority-cas- 
ualty goods of which a minimum 
supply is deemed necessary has 
been dusted off recently by WPB| 
officials and may be tried. The 
stove industry may serve as a 
guinea pig. Among the undecided 
but highly important aspects of the | 
plan is whether brand names could 
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Auto Industry's 
Admen Boost War 
Production Drives 


(Continued from Page 1) 


card expressing willingness and de- 
termination to “Work to Win.” 


Workmen signing the cards get a| 
pledge pin signifying that they are) 


“in” on the program. They are eli- 
gible to qualify for the war worker 


pin in the form of a single wing | 


design. Awarded for good applica- 
tion of the program, it establishes 
the recipient as a soldier of produc- 
tion. 

Further production accomplish- 
ments bring the wings award, a 


double-wing pin for the outstanding | 


war worker. The name of each 
wearer is inscribed on an honor roll 
—a citation for production excel- 
lence signed by War Production 
Board officials. 

While Packard workers in the 
company’s marine engine division 
sign the same voluntary pledge and 
wear the same “Work to Win” 
pledge pin as the aircraft employes, 
they have their own distinctive in- 
signia fashioned on a marine theme 
as contrasted with the wings motif 
adopted for the aircraft workers. 


Employ Liaison Men 


“Work to Win” information booths 
attended by liaison men, placed 
throughout the Packard plants, 
serve as the clearing house for sug- 
gestions to management, answer 
employes’ questions about the pro- 
gram and disseminate program in- 
formation, literature and_ similar 
material. 

Departmental and divisional pro- 


| aged and recognized by the award- 
jing of citation banners. Those 
| departments that are not up to par 
in a production way earn the ques- 
tionable distinction of displaying a | 
|“behind the eight ball” banner until | 
they boost their rating. | 

Among the many devices located | 
in all the plants for recording the| 
progress of the Packard battle of 
production are numerous giant post- 
|ers giving each department's scores 
|on the basis of efficiency, schedule, 
operating costs, output, etc. The 
most interesting of these devices to 


. 
|duction excellence is also encour- | 
i 
| 


No “High Pressure” 


Keynote of the program from an 
educational angle is the securing of 
improvement through greater effi- 
‘ciency and more intelligent work 


. hi 
Ces Ay % 
; +. a 


the layman are glass-encased minia- oy 4 bk S 
ture battlefields on which divisional | 
“armies” advance or retreat accord- 
ing to productive output. 


Key committeemen representing Oldsmobile employes, and V. C. Havens, director | 
of advertising and sales promotion, look over the “Keep ‘em Firing” poster art 4 : * 
for the company's current production drive. 7:15 to 7:30 p. m., EWT, with a re. 


| Dari-Rich | Program 
Renewed; Expand 
Chesterfield Show 


Sa «(Cf , | New York, May 6.—Starting jg. 
bey a ~ ae bam consecutive year on Colum. 
o 4 ~ |bia, Bowey’s, Inc., has reneweg 
oe : ‘ % \“Stars Over Hollywood” 6 45 
f aw. kA a Bid |CBS stations effective May 30. The 
WORK! ae af |program is aired Saturdays from 


|12:30 to 1 p. m., EWT, for Dari. 
Rich, and features Knox M: 
|as master of ceremonies. Sorensoy 
jand Company is the agency. 


Adds Four Stations 


Liggett & Myers Tobacco Com. 
| pany has added four stations to the 
|Glenn Miller show, bringing the 
ital network of CBS outlets to 19) 
The program is aired Tuesdays. 
Wednesdays and Thursdays from 


komo : 


eS SNS ths 8 


|broadcast at 11:15 p. m., for Ches. 


sure” tactics. Every effort is made|plaining liberalized rationing rules | the new sub-contractors taking on 


sure” than so-called “high pres- 


|to educate employes to this objec-|on new cars. The company had 
| tive by supplying them with all| planned to use a substantial list of 
technical and dimensional data re-| papers had the test proved success- 


lating to their jobs. ful, but recent threats of auto com- 


|terfield cigarets. Newell-Emmet 
| Company is the agency. 


|Olds work. 
Planters Signs Winter 


Survey Shows Changes 
Planters Nut and Chocolate Com. 
pany jumped into the breach whey 


A survey just completed by the 


/with the same objective in view is 
\the “Work to Win” training school 
| to aid newcomers. Veteran employes 
who have demonstrated ability to 
|do a more difficult machining opera- 
‘tion and are willing to prepare for 
a job of higher classification also 
share in the school benefits and 
opportunities. 

War slogans are posted in all the 
plants. A suggestion contest with 
awards for the best suggestions from 
workmen on better ways to use tools 
or machines and how to effect sav- 


An important project developed | mandeering and strict gas rationing | Automotive Council for War Pro- 


are believed to have affected the|duction, formerly the Automobile 
test adversely and the future of the | Manufacturers’ Association, shows 
campaign is uncertain. Packard|that not many of the industry’s 
may decide after a further check to| merchandising and advertising men 
extend the copy. 
Oldsmobile officials, including V.|jobs, both inside and outside indus- 
C. Havens, advertising manager, | try, are bidding for the services of 
organized a special program of ac- | many who normally are part of 
| tivities several months ago, designed | What is conceded to be the world’s 
to inspire the cooperation of the en- | sreatest sales organization. 
tire staff_—workers and management} The armed forces of the United 
alike—in stepping up munitions 


planned to apply not only to all of |drawn upon the merchandising tal- | 


are walking the streets. Vital war | 


California Packing Corporation re. 
linquished William Winter, news 
analyst, on the Columbia Pacific 
network due to government pri- 
orities. Winter will continue to be 
heard from 2:30 to 2:45, PWT. 
Mondays through Fridays, on be- 
half of Planter’s Hi-Hat peanut oj] 
Planters will also continue its Co- 
lumbia Pacific network program. 
“What’s on Your Mind,” for Plant- 


States, other government branches | 
production. This program was|@nd allied governments all have | 


ers peanuts. 


Firestone Renews Again 


Firestone Tire and Rubber Com- 


ings of time, money or material, and | Oldsmobile’s own plants, but to ex- 
the fostering of a continued interest) tend as well to all sub-contractors. 
in the program by inviting em-| To keynote the morale-building 


ploye’s slogan suggestions and other | job, it adopted the slogan “Keep ’em | 
“Work to Win” contributions round | Firing,” since it stressed Oldsmo- | 


TOP Circulation 
in Connecticut 


“Sunday Herald. 77,076 


Ment Hi 

ae Seaton beaten Senne beee m4 

gi? “1941 ABC Audit 

: NATIONAL REPRESENTATIVES 
LORENZEN & THOMPSON 


out the complete program. Hugh | bile’s responsibility in turning out 
Hitchcock, advertising manager, and | “Fire power” in the form of shells 


members of his staff are directing | 


for the artillery, cannon for tanks 


jent of the companies. Well-known | pany has renewed for the 15th year 
| sales and advertising personages | i+, program, “The Voice of Fire. 
are serving as officers of the Army stone,” heard over 61 NBC-Red sta- 
and Navy and od ite tgpen ype Fiat tions from 8:30 to 9 p. m., EWT 
ministrative posts, while still others effective June 1. The renewal 

is for one year. “Voice of Fire- 


are “on loan” to the government as 
stone” is the second oldest networ} 


program in radio—only the “Citi 


| consultants. 
Varied abilities of these men are 


the campaign. 


and cannon for fighting planes. By | being used in recruiting and classi- 


Service Concert,” also aired ove 


| Although its car production has|early January, the campaign was fication, selling bonds, and raising | wRo_Red, 


long since stopped, Packard recently | put into operation. 
carried two advertisements in At- 
lanta and Philadelphia newspapers 
| to test market response to copy ex- 


Includes 14 Features 


As its major features, it embraces 
a wide list of items, each designed 


Not Just a WAR BOOM MARKET— but a 


Healthy, Growing Market Thru the Years. 


< fe) 
z 7 | ployes; 24-sheet posters on boards 
2 z throughout Lansing, Mich., carry- 
=] f miing the “Keep ’em Firing” battle-| 
9 i enti SESS Gs 2 oe. .|cry; painted bulletins on the main 
4 ~ tee : , . 
z | 5 ile IRR *| highways leading into Lansing, fea- 
> TRI-CITY ss sigachuail oon | | Sa 2% turing the same slogan; newspaper 
ya Lecesiareaned ams ae 4\advertisements built around the 
INDUSTRIAL aa Re EE (ae 2\“Keep ’em Firing” idea ; ~aring 
S -|*Keep ’em Firing” idea appearing 
z ere Bae ME Sm o|. age 3 J 
< WAGE Po wz ae eed =| regularly in the Lansing State Jour- 
w 22 22s aes Tee: a *~\ nal; national newspaper advertising 
re) EARNERS aa RE SAKE ORT 3 telling of Oldsmobile’s new “Battle 
z MiO.22é See. Ge ae 2\Cry of Production,” released to 
= i iaie A Tae ae $ |papers in major cities all over the 
ui a aaa ft 5 | country; a weekly radio program 
= a es OS OTR ziover Station WJIM; merchants’ 
~ a : ae ¥ . ss A a oe 
re) Eee CG ce oa “Keep ’em Firing” window cards, 
3 1933 1935 8 1937 1939 1941 fees 86S | displayed in over 400 store windows; 
Zz ~ home window stickers, bearing the 
s lsame slogan; car windshield stick- 
= : Tet ; : Slers; letterhead stickers, metered 
¥ The steady climb of Tri-City Industrial Employment during 3 °°: . — ee — 
rs) ’ ' 5 |mail imprints, featuring the slogan; 
° >iand celluloid campaign buttons for 
a ° = "0 oT Pa tS Hs , ; z |i ‘ paign buttons or 
* the long depression years is SIGNIFICANT. It means that ,{general distribution and insignia 
0 O|pins for Oldsmobile employes, to 
& the dollars you invest in good will, here and now, will con- Ql serve as badges of honor for those 
$ a engaged in the all-out effort. 
8 tinue to pay a return AFTER Victory has been achieved and 5 In addition, other methods of 
Z stimulating production efforts are 
ia Y being developed, including yroduc 
= our many industries turn to the art of peace. Over 70% of =) 08'NS Geveloped, - ave 
ra} : 9 | tion of a sound motion picture in 
= mee a , . > full color based on the manufac- 
= Tri-City payrolls originate in Moline-Rock Island. m | 


NATIONAL REPRESENTATIVES 


MOLINE 
DISPATCH 


ROCK ISLAND-MOLINE, LINO 


to play its part in the speeding of 
'production effort. These include: 
'a production scoreboard on which 
daily records are posted as a stimu- 
lant to greater accomplishment; 
‘specially designed posters put up 
throughout the plants on 403 perma- 
nent display panels; the “Oldsmo- 
bile Cannoneer,” a new plant pub- 
lication in full newspaper size, 
based entirely on the war produc- 
tion job, and published monthly and 
mailed to the homes of 8,835 em- 


APRIL 1942 


37,677 


ture and use of Oldsmobile-built 
cannon, and a slogan contest for 
|Oldsmobile employes, with prizes 
of war bonds for the best slogans 
|based on the “Greater Production” 


+ 
idea. 
ROCK ISLAND | Oldsmobile’s complete “Keep ’em 
“ARGUS 


THE ALLEN-KLAPP COMPANY 


jideas and materials, is also being 
\organized in the plants of 154 sub- 
contractors and major machine-tool 
|suppliers, and is being extended to 


Firing” campaign, using the same} 


has been on the ai 


funds in overnment-approv ‘ 
| 8 . pproved longer. Sweeney & James Com- 


|campaigns to alleviate distress 
|}among the embattled civilians of al- 
lied nations. Another large group 
is doing such technical work as dis- 
tributing military supplies and run- 
jning service training schools. 


agency. 
“Crime Doctor’ Continues 


Philip Morris & Co. has renewed 
“Crime Doctor” for Philip Mort 
a cigarets on CBS. Heard Sunday 
Form New Corporation from 8:30 to 8:55 p. m., EWT, wit 

The New York staff of Moser &|# rebroadcast at 11 p. m., the crime 
'Cotins, Inc., Utica, N. Y. agency, | Story dramatization is aired over 
has set up an independent and sep-| "et of 70 CBS outlets. Biow Com- 
/arate corporation, Moser & Cotins,|Pany is the agency. 
|N. Y. City Corporation, which will} —— 
continue to serve the present ac-| 
| counts of the New Took allies. The | Range Stocks Frozen 

} 


| 


address has been changed from 


All d »stic electric ranges in t! 
'1740 to 514 Graybar bldg. y, omestic electric ranges in 


/hands of manufacturers, distribu- 
Scetepeeineenes tors and retailers have been froze 
Six Join AFA a order of the War Producti 
|Board. Sale, lease or transfer ‘ 
| The Advertising Federation of|any range is forbidden except on 
America has elected to membership | preference rating of A-9 or highe 
| Kenyon & Eckhardt, Harpers Mag-! without specific authorization. Pro- 
azine, Simplicity’s Prevue, and Ho- duction quotas for May are abov 
tel New Yorker, of New York: those of recent months, since manu- 
William Jenkins Advertising, Phil- facturing must cease June 1 exce? 
adelphia; and David Malkiel Ad- to fill orders bearing a rating 
vertising Agency, Boston. A-1-k or higher. 


OFFSET PRINTING SALESMEN 


If you are interested in pur- 
chasing or renting a small but 
complete offset plant in Chi- 
cago including 2—22X28 Har- 
ris presses, 44” Cutter and full 
equipment for platemaking; 
everything less than 1 year 
old, write 


Box 3683, Advertising Age, Chicago 


pany, Cleveland, is the Firestone | 


h 
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ADVERTISING AGE 


For reference data on these 
media consult THE 


MARKET DATA BOOK: 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 
James T. Cassidy, Inc. 


Chicago Defender 

Chicago Herald-American 
Chicago Tribune 

Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 

Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


The Journal (Portland) 
Journal and Guide (Norfolk) 


Kansas City Call 
Kansas Farmer 
KDYL 

KFYO 

KGNC 

KIRO 

KMA 

KOMA 

KRGV 

KSD 

KSL 

KSTP 

KTSA 

KTUL 


Don Lee Network 
Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Banner and Tennessean 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 


Peoria Journal-Transcript 
Philadelphia Tribune 
Pittsburgh Courier 
Pittsburgh Sun-Telegraph 
Popular Mechanics 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week 

Topeka Daily Capital 

Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE 
WBEN 
wCop 
WFBL 
WFBR 
WFIL 
WHAM 
WHBF 
WHP 
WIBW 
WKNE 
WLAW 
WMC 
WNBC 
WORL 
WPEN 
WPTF 
WSYR 
WTAG 
WTRY 


Look it up in THE 
MARKET DATA BOOK 


— 


x 


THE MARKET DATA BOOK 
aa ee 
CONSUMER MARKETS EviTioNn | 


ee ee 


1942 


OVERTISING PuBLic ations, 


“Standard Equipment” 


for National Advertisers 
and Their Agencies— 


The Market Data Book is truly standard equipment 
for national advertisers and their agencies, because it is 
the only complete source of factual. official information 
on all consumer markets. With 479 pages of data, in- 
cluding state and regional maps, county breakdowns on 
all primary measuring sticks of consumer buying power. 
charts, graphs and tables to enable comparisons of 
markets to be made easily, quickly and conveniently. 
The Market Data Book “has everything” an advertiser 
or an agency studying markets and how to cover them 


with advertising needs at his finger tips. 


And it is likewise the only advertisers’ reference book 
which is in the hands of all important advertisers and 
agencies in the national field. Constant accessibility to 
all who need to have basie facts and figures on markets 
and media make it the one reference book which is 
“standard equipment” for national advertisers and their 


agencies. 


Suppose you're studying New England. You'll find 44 
pages of data on markets and media in this rich and 
important marketing area—with a regional map in two 
colors and individual maps for Connecticut, Rhode 
Island. Massachusetts, Vermont, New Hampshire and 
Maine. For each state there is a county breakdown 
plus an individual analysis of the buying power of each 
primary market. The county breakdowns show not 
only detailed information on retail sales, but also dis- 
tribution of population, number of families, residence 
telephones, distribution of automobile registrations, 
income tax returns and other indicators of consumer 


income and expenditures. 


In addition, leading media have filed in the Market 
Data Book reference information on their facilities and 
market coverage. Thus advertisers have immediately at 


hand specific data on the media which are available 


THE MARKET DATA 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E. Ohio St. 


for coverage of the New England markets which they 
are studying, including John Donnelly & Sons, WCOP, 
WORL, Boston Post, WTAG, WLAW, New Haven 
Register, WNBC, 

Here's a real package of information with complete, 
official and detailed figures on consumer markets, plus 
comparable information on the available media. 

Hundreds of adver- 
tisers and agencies have 
expressed their appreci- 
ation of the service 
available through the 
Market Data Book. 
Typical is the comment 
of Laura B. Manz, of 
Moser & Cotins, Utica 
agency, who says, “Our 
copy of the Market 
Data Book is weleomed 


by everyone in the 


Laura B. Manz 


agency who has oceasion 
to study market characteristics. 

“It is considered a part of our standard equipment, 
particularly by this department, which has the aecumu- 
lation of market statistics as a portion of its duties.” 

The Market Data Book is the time-saver for the 
national advertiser and his agency —-combining in one 
standard reference work all the information which 
otherwise could be obtained only by referring to a dozen 
or more reference volumes. The Market Data Book is 
organized and indexed for quick and convenient use. 
Make sure that all those who have to study markets and 
media are thoroughly familiar with the tremendous 
time-saving value of the Market Data Book. _ It’s 
“standard equipment” in the busy office which has to 


work with facts and figures. 


Book 


SAN FRANCISCO 
Russ Bldg. 


LOS ANGELES 
Garfield Bldg. 
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order—will be issued soon by Do- 


32 ADVERTISING AGE 
No Government Ban s':iy sts 2 scs.o' oo 

* 1 . 
Will Hit Premiums, 


attitude is due to the fact that many | the ‘Last Word’ 
of Canada’s officials administering | 
other branch traditionally opposed 
(Continued from Page 1) 
to glean an idea of what the “worst” interesting to the premium associa- of the most widely publicized names | 
which prevailed throughout the PY the United States, provided pres- jowing the order of the United 


FIC Finally Given 
chandising practices dropped. This | 
the controls are formerly depart- | 
Industry ls Told ment store executives or from some in Marmola Case 

to use of premiums, Mr. Dunn as 

serted. Canada’s situation is chiefly Washington, D. C., May 5.—One 
is going to be concerning civilian tion, Mr. Dunn warned, because it in advertising’s legal history seemed | 
goods. Sounding an optimistic note ™#@Y furnish a precedent for action | gestined for oblivion this week fol- | 
convention, he said, “I predict that SUre is employed against premium | states Supreme Court upholding an | 
the industry will be benefited rather offers. order of the Federal Trade Com-| 


than hurt by these influences, Blames Treasury Advisers mission ordering Raladam Company | 
jerked out of the rut and forced to The attorney explained to the of Detroit, maker of Marmola, to 
use its ingenuity to improve manu- aseociation the actual status of war | °°#5¢ and desist from certain mis- 
facturing and_ distributive pro- bonds and stamps as premiums, a representations concerning the effi- 
cesses.” a“ as ae co a cacy and safety of the preparation. 
pattern previously reported in Ap- . . ‘ j 
VERTISING AGE, April 27. Mr. Dunn, | The titanic struggle between the 
however, laid the blame for con- | Once-famous obesity remedy and the 
Referring to price ceilings, the at- | fusion over the issue to the Treas- | FTC covered a period of more than 
torney described their application| yry Department’s 15 years, the major point at issue 
to premiums as “uncertain,” but not committee which he said was during most of that time being 
impairing the industry’s operation. | “largely composed of department whether or not the FTC mae are 
He pointed out that no advertiser |store people.” The retail advisory | “Cton in the absence of agg 
could require more coupons for an | committee reported the savings pre- of competition with Marmola _ ae 
article than he did in March, and|miums adversely, and the PAAA | interstate markets. The affirmative 
that the cash-coupon basis could| was forced to give the Treasury a\|V/¢™ of this question was taken by 
not be shuffled to reduce coupons. | persuasive argument before the | the Supreme Court wed 1929, when it 
Under the law, he reminded the as- | black mark was erased. War stamps | S&t aside an FTC cease and desist 
sociation, Price Administrator Leon | and bonds are now in good stand- order, asserting that the FTC could 
Henderson may interfere with a/|jing as premiums provided they are rete ese such orders unless Gamage 
trade practice only when it is being | ]inked with “normal” promotions. |to competition was shown. 
used to evade a price ceiling. | Howard Dunk, executive secre- | 
Canada, according to Mr. Dunn, is|tary of the Premium Advertising | T! — Ai ential te 
altogether different in its basic out- Association, told AbDVERTISING AGE | he eva ae yA n: - por last 
look toward premium practice.|that the volume of premium busi- pews Baggies yon tn ote “a 
There is a “policy disposition,” the |ness had undoubtedly dropped, but | “4s vide ae an Spocd a ae 
attorney said, “actually to regulate | that this was due to material short- = 4 a Sedeval Go — 
trade practices as such, along with | ages rather than to diminishing use. ordes —~ t a aga ea Sendiines 
regulation of war materials.” The last fiscal year, which ended in — one ag mn Page coe 
“Rumors of premium regulation in | October, 1941, was the largest year ae ee hs = ig ag — 
Canada have been prevalent,” he|jn the association’s history, and as Rg yy . és lly ers 
continued, “but in a conversation! 1942 has not yet provided a clear reat ie esc “a ata 
with Ottawa I was given to under- | picture of the statistics affecting the = - preening cg — the 
stand that there is no broad anti-| premium field. Hugh Somers, presi- m. » Pome oy, oy > 
ee créer planned at the ae, |e of H. A. Somers & Associates nian dheatien 26 sondinetc that 
. ace ie he 8 > s ! : 
a Me precwms tere 6 8 Os competed with Marmola in inter- 


, , po a director of the Premium In- 
cline of premium uses in the Do-| dustry Club of Chicago, substanti- 


Ceiling Effects Uncertain 


retail advisory 


Case Seven Years Old 


ini ‘ Aatate Enea — : “ ° state commerce, and again un- 
minion, and offic ials believe ma- ‘ally reenforced Mr. Dunk’s views. camel = danas aad Gealeh onder. 
a ee eee | Both held that price ceilings spe-|Marmola’s makers took an appeal 


: : cifically exempt trade and merchan- 
The official attitude of the Cana-| dising practices. 

dian government, Mr. Dunn be-| Later, asked by ADVERTISING AGE 
lieves, is against premium practice. | tg give an opinion on a hypothetical 
A statement — emphatically not an r : 


from this order to the circuit court 
of appeals in Cincinnati, where the 
commission’s order was set aside 
on the ground that there was no 
substantial evidence to support the 
commission’s finding that the al- 
leged unfair methods of competition 
“substantially injure or tend to in- 
jure the business of any competi- 
tor.” 


“ase in which a non-liquidating pre- 
i|mium was offered during the month 
‘of March, and whether it could now 
be discontinued, Mr. Dunn, the as- 
sociation’s counsel, said that his 
|opinion was that it could be discon- 
‘tinued even if it constituted a tacit 
raise in prices. 


flier AT 


NATIONAL PARK*ARKANSAS 


Vacation at Hot Springs! Op- 
portunities afforded by this 
Government owned and su- 
pervised spa for invigorat- 
ing exercise, rejuvenating 
thermal baths, rest and 
pleasure, have given thou- 
sands release from daily 
drudgery and care, as well 
as from pain and illness, 
opening the way to a new 
life, new health and more 
happiness. 


Lays Down Pattern 

This circuit court opinion was re- 
versed by the Supreme Court last 
week, and the commission’s order 
Tk Meter is Chee Ge fee now stands. In a unanimous opinion 

settled written by Justice Black, the court 

ported on the government's battle |jaiq down this significant pattern 
against inflation, and Van Asmus | ¢oy the FTC to follow: 
Bunting, general manager of Busi- 
ness Promotion, who sketched im- 
portant trends in premium use, 
stressing that merchandising em- 
|phasis would give way to advertis- 
\ing emphasis as the need for in- 
creased sales lessened. He cited 
Cessna Aircraft Company’s promo- 
|tion which offered small wings and 
\defense stamps for children,|jn their incipiency. And when 
although the company is engaged | the commission finds as it did here 
100 per cent in war production. This|¢} at misleading and deceptive 
type of work is tied in with patri-| ctatements were made with refer- 
otic appeals, aids in financing the | ence to the quality of merchandise 
war, and works for a long-range | jn active competition with other 
market, Mr. Bunting said. merchandise it is also authorized to 

Sydney Solinger, Ruthrauff &|jnfer that trade will be diverted 
Ryan, asked during a question-and- | from competitors who do not en- 
answer period about the use of tex- gage in such ‘unfair methods.’ 
tiles for premiums, reminded the | The findings of the commission in 
premium men that textile products |tpis case should have been 
of over 50 per cent color coverage | tained against the attack made upon 
were prohibited, and that no copper | them.” 

is available for new pattern-mak- iaeicaiethaneane 
ing. The result, Mr. Solinger said, 
was to eliminate blue, olive drab, Belmont Names Agency 


Weigel, Bunting Speak 
Other speakers heard by the group 
by gy John C. Weigel, regional 


“It is not necessary that the evi- 
dence show specifically that losses 
to any particular trader or traders 
arise from Raladam’s success in 
capturing part of the market. One 
of the objects of the act creating 
the Federal Trade Commission was 
to prevent potential injury by stop- 
ping unfair methods of competition 


sus- 
At the Majestic, beautifully 
furnished 2, 3 & 4 room 
apartments and single 
rooms, with or without bath. 
Government supervised 


green and brown, although pastel Belmont Laboratories, Detroit 
bath house in the hotel. shades are available. He said, how- and Fort Wayne, has appointed 
Room rates from $2.00. Pic- ever, that since it is not always pos- Smith and Sweeney, New York 


manufacturers’ representative and 
food merchandiser, to introduce in 
the metropolitan New York market 
their Belmo brand products, corn 
muffin mix, chicken, vegetable and 
beef noodle soups and baking ex- 
tracts. 


sible to guarantee color fastness. 
textiles may be out as premiums for 


the duration. 


nics and chicken fries are 
gala events at the Majestic 
lodge on Lake Hamilton and 
adjoining Lake Catherine. . oa 
Paint Campaign Opened 
Cook Paint & Varnish Company, ; 
Kansas City, took full-page news- . 
paper space in Kansas City to open Chester Keeps Duties 
a strong campaign for its interior 
wall finish, Coroc, an oiltype paint 


At the unanimous request of the 
board of directors, Colby M. Ches- 
which is thinned with water and ter has agreed to continue as chair- 
“uses no critical materials.” Radio| man of the board of General Foods. 
is being used to back up the news-| Mr. Chester became chairman in 
paper effort. Ferry-Hanly Com- 1935 after serving as president of 
pany, Kansas City, is the agency. the company since 1924. 


MAJESTIC 


APARTMENTS AND BATHS 
C EMMETT KARSTON Moneger 
Southwest Hotels, Inc 
H. Grady Manning, Founder 


y 
Market 


— 
a 


— 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order. 


“Positions Wanted,” 


“Representatives Wanted,” ang 
a line, minimum charge $1. Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 5 in, 


$4.75 per inch. 


HELP WANTED 
ADVERTISING BROKERS WANTED 
To handle, in protected territories, 
advertising Post Cards beautifully 
printed in full color letterpress and 
competitively priced. Write 

COLOR PRINT CORPORATION 
357 E. Erie St. - Milwaukee, Wis. 
Business Manager wanted for daily 
court and commercial newspaper. 


Must be experienced executive, thor- 
oughly trained in this specialized 
field. Legal knowledge necessary. 


Give complete details, including posi- 
tions held, in first letter. . ie 
Box 3685, ADVERTISING AGE, N. Y. 


POSITIONS WANTED 


Space Salesman and Eastern 

tising Manager Available. Go: 
pearance, pleasing vigorous p 
ality, excellent agency cont 
experienced selling direct to top 
utives in food, drug and ind 


Adver. 


ip- 
iy 


fields. Eastern manager six irs 
fourteen years with one firm 
Box 3686, ADVERTISING AGE, \. y 


Advertising Copywriter—'Your 


rk 
has brilliance, originality, seas; ig” 
says 4A Agency. Volume pri er; 
national campaign, copy; foods te 
tox 3684, ADVERTISING AGE, \. ¥ 


Edward R. Goble, 
Agency President, 
Dies in Chicago 


Chicago, May 7.—Edward R. 
Goble, president of Stack-Goble 
Advertising Agency and _ former 
newspaper advertising executive, 
died yesterday in Chicago Memorial 
Hospital following an illness of 
several months. He was 60. 

Born in Cincinnati, Mr. Goble 
came to Chicago at the turn of the 
century, and was successively in 
advertising departments of the Chi- 
cago Inter-Ocean, Record-Herald 
and Tribune, and for a time was 
with the Cleveland News. At his 
death he was a director of the 
Chicago Times. 

Mr. Goble joined the old J. L. 
'Stack Advertising Agency in 1910, 
and became its president in 1921, 
when the name of the agency was 
changed to its present form. He 
was primarily known for his ability 
'to develop and produce copy ideas, 
and was generally considered as one 
of advertising’s true “old timers.” 
Inclined to be impatient with the 
frills and additional services which 
have become so common in agency 
practice in recent years, Mr. Goble 
was a firm believer in developing 
“the big idea’ on which a _ hard- 
hitting selling drive might be based. 

One of the most famous cam- 
paigns with which he was credited 
was the Schlitz “brown bottle” 
idea which he developed for the 
Milwaukee brewer in 1910. Much 
of the subsequent’ success. of 
Schlitz, which is said to have risen 
from about tenth to first place in 
its industry by the time of pro- 
|hibition, is usually attributed to the 
‘emphasis given the bottle. 

Mr. Goble also wrote the series 
of institutional advertisements for 
Standard Oil Company of Indiana 
which created widespread interest 
at the time of the anti-trust suits 
jin the early twenties. 

He was a member of the South 
Shore and Beverly Hills country 
clubs, and of the Chicago Athletic 
Association. He is survived by a 
lson, Edward Alden Goble, who is 
| secretary and radio director of the 


“lagency. 


ARTHUR HORNBLOW, SR. 
Asbury Park, N. J., May 7.—Ar- 
thur Hornblow, Sr., author, editor, 
playwright and critic, died here 
yesterday at the age of 77. Surviv- 
ing are his widow and two sons, 
Arthur Hornblow, Jr., motion pic- 
ture producer and husband of 
actress Myrna Loy, and Flight Lt. 
Herbert Hornblow of the RAF. 
Mr. Hornblow founded the now- 
defunct Theater Magazine in 1901, 
and was its editor through 1926, 
when he resigned to become dean 


of the John Murray Anderson- 
Robert Milton School of the The- 
ater. In 1919 his book, “A History 


|} months 


— 


‘of the Theater in America,” was 


published. 


JOSEPH J. KOWALSKI 


Chicago, May 6.—Ensign 


Joseph 


J. Kowalski, formerly a member of 


the advertising staff of the Chicago 
Times, and a son of Jose; A. 
Kowalski of the Chicago office of 
the John Budd Company, died 
Monday in the crash of a Navy 
plane off San Diego. Ensign 
Kowalski, who was 25, had enlisted 
in the Navy a year ago, and had re- 
ceived his wings in Florida two 
ago, subsequently being 
transferred to the West Coast 

The Times devoted its lead edi- 
torial today to Ensign Kowalski’s 
death. “The Times is not bragging 
of him because he was our boy but 
because to the whole Times staff 
he was a symbol of young America 
at its best,” the editorial said. 


WILL C. KEGEL 

Ellwood City, Pa., May 5.—Will 
C. Kegel, 88, publisher of the Ell- 
wood City Ledger for the past 20 
years, died May 2 of pneumonia 

One of the oldest publishers of 
the country, Mr. Kegel during his 
career also owned papers in Defi- 
ance and Plainesville, O., and _ in 
Montclair, N. J. 


H. V. TYRRELL 

Toronto, May 7.—Hubert V. Tyr- 
rell, 69, since 1933 vice-president of 
MacLean Publishing Company, died 
at his suburban home yesterday fol- 
lowing an illness of almost two 
years. Mr. Tyrrell started his busi- 
ness career as a journeyman printer, 
joining the MacLean organization in 
1898, and becoming an advertising 
representative of all MacLean 
papers in 1904. When Canadian 
Machinery was launched in 1906 he 
became its advertising manager, 
subsequently managed the paper, 
and later organized and headed the 
technical and industrial division of 
the publishing company. 


Schiller Advanced 


Macfadden Publications, Inc., has 
announced the appointment of Joh! 
Schiller as general manager of Tru 
Detective Mysteries and Master 
Detective. 


Wollam to New Plant 


Gerald Z. Wollam, assistant man- 
ager of the radio division of | 
inghouse Electric & Mfg. Compan) 
has been appointed works manage! 
of the company’s new war proaut- 
tion plant at Sunbury, Pa. 
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J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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‘Parade’ Spawns 
New 5-Cent Weekly 
Picture Magazine 


(Continued from Page 1) 

bonus supplement to Parade’s guar- 
anteed 2,000,000 circulation. Al- 
though the first issue’s press run 
will be only 25,000, Mr. Field’s en- 
gine¢ ring-trained editors and busi- 
ness executives are confident that 
tentative promotional plans, using 
radio, newspapers, and transit ad- 
vertising, will push the independent 
newsstand circulation well above 
‘ the 1,500,000 figure indicated by 

: drives in test cities a year ago. 
Current rates for the combined 
, Sunday supplement and the new 
‘ weekly are $3,600 for a full page 
' plack and white and $4,600 for a 


kled with former Time-Life-Fortune 
men. George B. Sadler, vice-presi- 
ident in charge of advertising, was 
formerly associate advertising man- 
ager of Time, and Harry B. Lytle, 
Jr., Western advertising manager, 
was formerly Chicago manager of 
Fortune. 


Sell Confidence in 
Future, Rukeyser 
Advises Admen 


Pittsburgh, May 7.—Advertising’s 
| big job today is to sell the American 
people enthusiasm, faith and con- 
fidence in the American way of life, 
both in war and peace, Merryle S. 
|Rukeyser, author and economist, 
|told the 28th annual conference 
here this week of the National As- 
sociation of Better Business 
eaus. 

“At a time when abnormal war- 
|time exigencies relieve advertising 


Bur- | 


k full page in four colors. Like 'of part of its regular work of stimu- 
. Parade, Parade’s Weekly will be) lating the sale of more and better 
‘ printed in the plant of the Detroit | goods, advertising can assume a cul- 
r Free Press. It will not follow This} tural role,’ he declared. “It can 
= Week Magazine’s policy of offering | accelerate production of war ma- 
As regional coverage in New York, | terials by giving the public a factual 
Midwest, and Western editions. |basis for having increased confi- 
Fourth Publishing Venture dence in the productivity and social 
: , usefulness of private business and 
oh Parade’s Weekly is the fourth | industry. Such broadly institutional 
of publishing venture of the million- | advertising will, by the same token, 
go aire grandson of Chicago's pioneer | implant concepts which will make 
A merchant. Rescuing PM from the| public opinion favorable to the re- 
of ten socially minded stockholders | o<tablishment of the free enterprise 
ed who financed Ralph Ingersoll, Mr.| -yctem after victory has been won.” 
en Field employed his Chicago man-| “He warned that unless business- 
mn gement-engineer adviser, R. A-/ men represent themselves and their 
red Lasley, to survey PM's shortcom- | businesses through repetitive adver- 
oe ings. Checking readership, business | tising “they may be penalized by 
= methods and circulation methods of | misrepresentation of academic and 
ing the adless daily, Mr. Lasley SOON | political business haters,” adding 
discovered what he considered a/that business neglect of popular 
di- foolproof formula for a general) economic education has led to ad- 
cis weekly: exclusive picture stori€s,| verse legislation and widespread 
ing telegraphic captions, liberal humor |pysiness baiting, which is to the 
ee and cartoons, and a sprinkling of | detriment of the public because it 
aff restrained sex. _ Surrendering his impairs business efficiency. 
management-engineering projects to 
7 his associates, Mr. Lasley is now de- | Can Develop Appreciation 
voting full time to the Field publi-| «Through persistently re - tell-| 
cations as editor of Parade and | ing the basic economic truths dra- 
Vill Parade’s Weekly. aia _ |matically and forcefully through 
- The publishers insist that their | equcational advertising, private 
_ ‘ venture is no spiritual cousin to | companies can develop a greater | 
2 left-wing PM, has no political lean-| pnyblic appreciation of their social 
ings and will, in fact, sell in com-| usefulness.” he said. “If a new kind 
= petition with PM on New York | of corporate advertising, based on 
of. newsstands, truths which are verifiable through 
en Parade is actually the parent of accounting and auditing, is de- 
in Mr. Field’s Chicago Sun, for he and | veloped, the public will be prepared 
the Sun’s publisher, Silliman Evans, | for the challenge of the post-war 
first met when Evans became€jera, Such basic education will 
Parade’s initial subscriber by sub-|ward off the threat of post-war 
ryre ‘tituting the Sunday supplement for | socialism and regimentation and will 
t of The American Weekly last July.|jead to a far-reaching popular de- 
died Mr. Evans soon thereafter began | mand for a restoration of the liber- 
fol the Chicago surveys that preceded | ties of a private enterprise system. 
two the birth of the Sun. Educational advertising can make 
onl, The business staff of Parade and clear that centralized economic 
iter, Parade’s Weekly is liberally sprin-| pjanning by bureaucrats and dema- 
yn in | gogues, on the other hand, tends to 
sing |lead the public down the dark alley 
pan GOOD PRINTING! of economic slavery.” 
dian Kenneth Barnard, manager of the 
6 he |Chicago Better Business Bureau and 
iger, chairman of the association’s war 
ier. ° ° activities committee, said that on 
o © Intelligent service the whole business has been whole- 
n of heartedly cooperating with the gov- 
. ernment and has placed its own in- 
© Expert craftsmanship ,terests below those of the nation, 
adding that Better Business Bureaus 
siti throughout the United States and 
© Complete facilities Canada are working hand in hand 
Ji with the governments of both coun- 
Tr 


ser | © Lowest costs 
_ Day and night production 


Let's Get Acquainted 


Sterling Printing Corporation 


_ Phone— Superior 3277 


‘Ask for W. L. Coburn 
25W. Ohio St. Chicago, III. 


tries to prevent and stop wartime 
rackets. Pointing out that exploita- 
tion of the war situation by business 
is the exception rather than the rule, 
he said one of the biggest jobs the 
3etter Business Bureaus has per- 
formed creditably is the discourage- 
;ment and elimination of “scare ad- 
| vertising” in the retail field. 
He also revealed that the BBB 
is watching for violations of Reg- 
ulation W of the Federal Reserve 
Board, which establishes down pay- 
ments and time payments in instal- 
|}ment purchasing, adding that “this 
lis a major problem in fighting in- 
|flation in the United States.” 


TESTING? 


Reach a big chunk of 
ILLINOIS... do your testing 
thru the DECATUR station, 


250 W. 1340. Full Time. 
Sears & Ayer, Keps., 
Local help given. 


Salesman Seeks 
$240,000 Damages 


from Standard Oil 


McCann-Erickson Also 
Named; Alleges Theft 
of 1936 Campaign Idea 


Chicago, May 7.—John G. Daiger, 
a salesman for Alexander Publish- 
ing Company, New York tax serv- 
ice publisher, filed suit in the fed- 
eral district court here last week 
against Standard Oil Company of 
Indiana and its agency, McCann- 
Erickson, alleging that he was not 
paid for originating the mileage 
check plan campaign used by the 
company and agency in 1936. He 
seeks $240,000 damages. 

According to the brief filed by 


Mr. Daiger’s legal counsel, Healy & | 


Stickler, the plan was originated by 
the plaintiff in or about the month 
of August, 1934, and “consisted of 
detailed and original data, instruc- 
tions, methods and schedules specif- 
ically relating to the marketing and 
advertising of gasoline.” The plan, 
the brief continues, was entitled 
“National Automobile Mileage 
Check Plan,” and was reduced by 
Mr. Daiger to a specific and con- 
crete form in writing. “The plan, 
in writing, was the sole, complete 
and exclusive property of the de- 
fendant,” the brief says. 

Later, the suit alleges, Standard, 
acting through its agency, agreed to 
pay a reasonable sum for the plan 
if Mr. Daiger would divulge its 
contents, and if Standard would 
adopt and use the plan. Mr. Daiger 
is said to have given McCann- 
Erickson a written copy of the plan. 
“On or about May 1, 1936,” the 
brief asserts, Standard “used the 
aforementioned plan in an advertis- 
ing campaign throughout the states 
in which SOI was doing business.” 


Says Payment Refused 


The brief states “upon informa- 
tion and belief,’ that Standard 
spent one million dollars on exploi- 
tation and promotion of the plan, 
and that the co-defendant, McCann- 
Erickson, received the customary 
agency commission. Since Mr. 
Daiger has performed all terms and 
conditions of his part in the al- 
leged pact, the brief asserts that the 
reasonable value of the plan is not 
less than $240,000. “The defend- 
ants have refused to pay and con- 
tinue to refuse, although payment 
has been demanded,” the brief 
charges. 

Mr. Daiger, at the time of the 
alleged idea theft, was sales mana- 
ger of the Philadelphia office of 
Alexander Hamilton Institute. Ac- 
cording to Mr. Daiger, he presented 
the plan to a number of other New 
York advertisers and agencies, and 
some of those to whom he made 
presentations may be subpenaed to 
appear as witnesses. Summonses 
were served on McCann-Erickson, 
New York, and on Esso, with the 
bills filed in New York’s superior 
court. 

According to Mr. Daiger, the first 
knowledge he had of his plan ac- 
tually being used was a story which 
appeared in ADVERTISING AGE, May 
4, 1936. That story described the 
campaign, a motion picture to be 
used in connection with it, and the 
campaign’s billing as the “World's 
Greatest Road Test.” Test cars 
were tabulated and identified by 
special license plates put out by the 
company, and a contest for testers 
was provided, with $1,000 as capital 
prize. The copy was carried in 
1,600 newspapers, with 29 getting a 
full-page announcement advertise- 
ment. 


Salvage Printing Plates 


Eastern Industrial Advertising 
Association, Philadelphia, has 
formed a committee headed by Wil- 
liam Sharp, Graphic Arts Engrav- 
ing Company, to encourage the re- 
turn of obsolete printing and en- 
graving plates. The Salvation Army 
will pick up the engravings, remove 
blocks and sell the metal, keeping 
the proceeds for its own works. 


TIE-IN 
SPARE TIME WAR? 


ITMAR PUBLISHING CORPORATION 
1 Geet 0 free tee fee et 
=". Sr yee - 
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Quoting in part a recent speech by 
Capt. Eddie Rickenbacker of Eastern Air 
Lines on the speedy training of Ameri- 
ca's young men in aerial warfare, Pitman 
Publishing Corp. employed this news- 
paper full page to endorse his sentiments 
and list, at the bottom, its up-to-date 
texts on all phases of aviation training. 


Knox Uses ‘Save 
on Butter’ Theme 
of World War 1 


Johnstown, N. Y., May 6.—Some 
may claim that merchandising 
problems faced by advertisers dur- 
ing this war differ widely from 
those encountered in 1917-18, but 
Knox Gelatine Company has delved 
into its ad files to resurrect a copy 
theme employed for its product in 
World War I. 

In addition to monthly insertions 
in a list of 10 magazines, Knox has 
since the first of the year been run- 
ning a schedule in a total of 10 
newspapers in Chicago, Los Angeles, 
New York, San Diego and San 


|Francisco, with ads appearing once 


a week. Copy emphasized the value 
of gelatine to those interested in 
“painless reducing.” 

About a month ago this 
was dropped and replaced with an 
up-to-date adaptation of the same 
“save on butter’ war copy used 24 
years ago. The ad gives a recipe 
for making two pounds of butter 
spread “using only one pound of 
butter with Knox gelatine.” 
Housewives are urged to save but- 
ter by using this economical spread 
on sandwiches, toast, waffles and 
cooked vegetables. 

Only Knox’s newspaper list has 
carried the butter spread recipe, 
copy scheduled for magazines re- 
maining unchanged. The company’s 
magazine insertions appear once 
and twice monthy in Better Homes 
and Gardens, Everywoman’'s, Fam- 
ily Circle Magazine, Good House- 
keeping, Ladies’ Home _ Journal, 
McCall’s, Parents’ Magazine, West- 
ern Family, Woman's Day and Wo- 
man’s Home Companion. Kenyon & 
Eckhardt is the agency. 


FTC Complaint Hits 
Advertiser, Agency 


Alleging misrepresentation in the 
sale of the medicinal preparation 
Minra, the Federal Trade Commis- 
sion has issued a complaint against 
Stayner Corporation, San Francisco, 
and its agency, Erwin, Wasey & Co 
of the Pacific Coast, San Francisco 
Minra copy representing the prod- 
uct as a cure and competent treat- 
ment for numerous ailments is “ex- 
aggerated and misleading,” accord- 
ing to FTC. 

The complaint also 
vertiser and agency with claiming 
in misleading fashion that tests 
made on college students by train- 
ers and coaches support copy asser- 
tions; that one teaspoonful of Minra 
equals one pound of fruits or vege- 
tables in mineral content; and that 
its dextrose content will raise de- 
pleted sugar levels to normal. 


a 


William N. Robson, for the past 
two years director of the radio de- 
partment of Lennen & Mitchell, 
New York, has resigned to rejoin 
Columbia Broadcasting System, New 
York, as a producer-director, with 
a large part of his time devoted to 
war propaganda programs. 


charges ad- 


theme 


Agencymen Buying 
WWDC, Washington 


Joseph E. Katz, head of the Balti- 
more agency bearing his name, and 
G. Bennett Larson, production sup- 
ervisor of daytime radio for Young 
& Rubicam, New York, have 
arranged for the purchase of Sta- 
tion WWDC, Washington. Approval 
of the sale is yet to be obtained 
from the Federal Communications 
Commission. If the deal goes 
through as expected, Mr. Larson 
will leave his agency post and be- 
come station manager. 

Mr. Katz, who already holds mi- 
nority interests in two Baltimore 
outlets, would own about 80 per 
cent of WWDC’'s stock, and Mr. Lar- 
son 20 per cent. The station has 
been in operation for about a year. 


It has no network affiliation, and 
operates on 250-watt power. Its 
present manager and _ one-fifth 


owner is Edwin M. Spence, former 
secretary of the National Associa- 
tion of Broadcasters and manager 
of Station WBAL, Baltimore. Two 
automobile dealers, one of whom 
has sued his partner over operation 
of the station, are the chief owners 
at present. 


‘Buy Them or Bake Them,’ 
Is B & M Bean Advice 


“Buy them or bake them, but 
keep on enjoying genuine New Eng- 
land baked beans,” will be the 
theme of a full-color campaign soon 
to break in national magazines for 
Burnham & Morrill Company, Port- 


land, Me., through Charles W. 
Hoyt Company, New York, the 
agency. 

Beans will be hit hard by the 


government ban on use of contain- 
ers, so the company, expecting to be 
unable to supply all demands, will 
urge home-bakers to prepare their 
baked beans “in the authentic, good, 


old-fashioned New England man- 
ner” whenever they cannot get the 
B&M product. “Women will be 


told,” says the company, “that while 
this does require considerable time 
and effort, the result more than 
compensates for the extra bother.” 


Hudson Agency Moves 

Hudson Advertising, New York, 
formerly at 21 West street, is now 
located at 92 Liberty street. 


‘Cree 


ADVERTISING MEN 


WANTED! 


* Yes we want you to ex- 
perience the convenience and 
comfort of this hotel cen- 
trally located in the heart of 
the ageney district. Copy writ- 
ers, artists, production men 
all who burn the midnight oil 
to bring an advertiser's mes- 
sage to the masses will find 
sanctuary here. Our overnight 
kits help make unexpected 
detention in town easier to 
bear. 


Youll like our aceommoda- 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
you ll relish luncheon, dinner, 
supper, or a nighteap after a 
siege at the ollice. 


NOTE 


Several agencies have found it ad- 
visable to make special arrange- 
ments here for their entire staffs. 
We will be pleased to have our rep- 
resentative call on office managers 
to discuss the merits of such an 
arrangement, 


Hotel 
BELMONT PLAZA 


Lexington Avenue at 49th Street, 


JOHN H. STEMBER 
President and General Manager 


New York 
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ee 7 - 7 - = ae ~ = 
W . fraudulent and misleading advertis- | constitutional rights by signing FTC |months there have been ten stipu- | chat copy need not be sieved i 
arns gains ing. stipulations without realizing that /lations to one proceeding begun by |“fraud” or a “fake” to be barr ; 
The author, Henry Ward Beer, | they are signing confessions of guilt | the commission, he cautions adver- ‘from republication. He also. 


served for seven years on the trial| and “closing the doors” to future|tisers against “the temptation to | yjews thoroughly various 


s s . 
Quick Signing of Staff of the Federal Trade Commis- | appeals. surrender unconditionally rights to|cases dealing with testimon, - 
sion, and has served as an attorney| During 1941 alone, according to|free expression of opinion concern- “expert” witnesses and by con ’ 


. . in anti-trust and restraint-of-trade Mr. Beer, the FTC’s radio and peri-|ing the value of one’s merchandise, lone. 

FIC Sti ulations cases throughout the history of the | odical division examined 377,764\rather than to fight for the right To help his readers understang 
commission save for that period. | advertisements in newspapers, farm|to do business, because it is the | the basic meaning of the many beniee 
| Although projected originally as papers, magazines and business pa-| cheapest way out.” governing advertising, labeling ang 

New Trade Law Text }. text for attorneys practicing be- pers; 1,414 advertisements in al- | “After one has signed on the dot- selling practices, Mr. Beer digest. 
- ore the FTC, the book has in its|manacs; 20,238 pages of mail or-|ted line,” he states, “all the doors for each bill the Congressiona! q 
Outlines History of ‘final form become a guide to the /der advertising, and 857,890 copies | are closed to defending one’s rights bate preceding its passage ‘tee 
Commission's Work preservation of the rights of com- | of radio broadcast continuities. should those rights later be chal- | providing a guide to the pas a 
panies investigated by the commis-| He acknowledges the place of lenged. . . It is hardly to be ex-| intent of the legislators. — 


sion. cease and desist orders and stipu-| pected that the government’s law- | Although designed as a text} 


New York, May 7.—Advertisers, Mr. Beer pays tribute to the rec-|lations in enabling the commission lyers will warn persons that to | for lawyers, the book is thor os. 
agencies, and their attorneys will|ord of the FTC commissioners in|to handle a vast amount of work,|violate a stipulation may subject | indexed pony to statutes, prox fon 


find in the 1,000-page “Federal|dispatching “a gargantuan task” by | and cites the approval of the courts them to a penalty of $5,000 for each | -ights of businessmen and decisi 
Trade Law and Practice” an au-|administering fair trade law with|to administration of fair trade laws | violation.” ‘and will prove useful to many aq 
thoritative, encyclopedic treatise of|so few court reversals, but warns|by the commission. | In his chapter on “Proof of alee | vestiesrs ant agencies in dies ey 4 
administrative law affecting false,| advertisers against abandoning their Pointing out that in the last few | Advertising,’ the author points out thai attempts to conduct ‘ion 
| businesses legitimately without sac. 
| rificing their competitive right: 
|The volume, published by Baker 
Voorhis & Co., sells at $15. 


Co-op Fruit Growers 
Name Porter Taylor 


| Porter R. Taylor has resigned as 

| assistant to the administrator, Agri. 
cultural Marketing Administration, | 
Department of Agriculture, to be- | 
come general manager of the Co- | 
| operative Fruit & Vegetable As. 

| sociation. His headquarters will be 
|in the Munsey bldg., Washington | 
|D. C., effective June 1. 

The association formerly had a 

| financial arrangement with A & P 
through its brokerage subsidiary 

| Atlantic Commission Company 

|which was terminated by mutua 
|consent last March. Mr. Taylor ha 
been in government service for nin¢ 
years, until recently as chief of the 
fruit and vegetable division of th: 
‘Surplus Marketing Administratior 
|He formerly directed Pennsylvania‘ 
_Bureau of Markets. 


Dotted Line Elects 
New Officers 


Louis Brookman, Jr., publisher 
Concrete, has been elected presiden: 
of the Chicago Dotted Line Clut 
Other officers elected are, first vice- 
| president, Anson E. Meanor, Com- 


The Cand v 
Soldier is 


PATRIOTIC 


and nutrition both are important ele- 
ments to Victory. 


Modern nutritionists say that properly nourished bodies 
of armed forces, war workers and civilians make for a 


stronger offensive and the maintenance of morale. |mercial Car Journal; second vice- 
i A : | president, W. S. Clevenger, Case- 
Under a very comprehensive plan the Government is tain sugar, if you use much of them the sweetening in them Sheppard - Mann Publishing Com- 
allotting and rationing sugar for industrial as well as gives you energy and you do not need so much sugar with pany; secretary and treasurer, S. W ff 
Sti 2s. This pl: °C izes the need of . = . Hickey, Simmons-Boardman Pub- 
domestic purposes. is plan recognizes the need of sugar vour foods. 


| lishing Corporation. 


he oC -e = . oe A The club will hold its annual gol! 
The Candy Soldier symbolizes the fourth largest food outing June 19, at Bob-O’-Linl 


Candy Uses Only 8% of Nation's Sugar manufacturing industry in the United States, in terms of Country Club. 
wage earners, and ninth in value of products. Normally the 


by the candy and other food manufacturing industries. 


During normal conditions only 8 percent of the total sugar . ' : ; : Vi Ey ae 
consumed is utilized by the confectionery industry, all other — industry —— aie —_ $1 sy comers “ip of ago Spear Named President 
industries using approximately 27 percent and restaurants te gon p tear renege ) $0. seas tle sy Wy “any a Lawrence Y. Spear, formerly vice- 
and householders using 65 percent, according to U. S. — — 15a ‘ an $150,000, ee a a president of Electric Boat Compan: 
Department of Commerce reports. cultural products annually. Hartford, Conn., has been electe‘ 
president of the company to sut- 
|ceed the late Henry R. Carse. H. R 


< In manufacturing candy on a reduced sugar basis the 
Present sugar allotments have been made after deter- . 


“the ; ; - candy manufacturer is using a greater proportion of ingre- . tee.nrecident 
mining requirements for war purposes. For the first four “te 2 ao we & Sutphen, formerly a vice-presiden 
. dients from our own agricultural products ... more butter, was named executive vice-presi- 
months of 1942 all industrial users of sugar were restricted . . ; dent. and John Hay Hopkins w2 
hat ath iatiniiak tal Uae SAS dames iemealimens eggs, milk and cream, more corn syrup and other corn | . ( ‘a ay Hopkin: 
P oP sie products, more home-grown fruits and nuts. This is in- | named vice-president. 


The Office of Price Administration recently announced a creasing the protein, mineral and vitamin values of candy. 
further reduction of 10 percent for most industrial users, 
including bakery and ice cream as well as candy manufac- 
turers. This means that the manufacturers of candy and 
other sugar-consuming products are supposed to utilize 
sugar allotments in continuing the manufacture of their 
products so that plants may be kept in operation, employ- 
ment may be maintained and the food values that con- Candy manufacturers are cooperating with the war 
fectionery provides may be supplied. effort; they are conserving materials and equipment so 

: that paper and machinery may be converted to war use. 
Candy Is Food for Victory Workers Phos was striving to meet other problems such as employ- 


Candy Industry Is Patriotic 
The candy manufacturer is endeavoring to continue sup- 
plying the nation with a low-cost and nutritious food as a 
regular portion of the everyday diet, supplementary to, but 
not as a substitute for, other essential foods. 


Therefore, there should be no misconceptions or criticisms ment, transportation and distribution that are common 
of the candy manufacturing industry for continuing to to all American industries at war time. They are seeking the 
provide candy as an energy-building, cooperation of the press, radio and the 
fatigue-resisting and healthful food for public in emphasizing the fact that it is a 
soldiers, war workers and civilians, in- Whete the SUGAR goes. part of their patriotic duty to continue the 


asmuch as the Government recognizes 
candy as a food with other important 
food products and allocates sugar to the 
candy industry for its manufacturing uses. 


manufacture and sale of candy as a food. 


3 
a hale 
wut 


Remember — it is vof unpatriotic to eat 
candy, but it /s unpatriotic not to eat prop- 
erly. Whether you're a Service man, a 
war worker or a civilian, continue to en- 
joy the benefits of candy as a food. 


household and restaurant 647« 


Further evidence of candy's food value 
is the fact that it is included in the ra- 
tions of our armed forces. It has been 
recognized also as a food in war indus- 
tries to the extent that messengers, can- 
teen wagons and vending machines are 
utilized in many war production plants 
to make candy more accessible to workers. 


The Candy Soldier says: “In all your 
eating, eat wisely, then you'll be cooperat- 
ing in the National Nutrition Program 
for good health and a strong nation... 
a vital step to Victory!” 


A release from the Office of Price Ad- FSS MS Helpful Book Free 


cs , > ; : or Note that only about 8 percent : ; - 
ministration on February | stated: “The j ] 4 i” Sperm Send today for free booklet, “The Effects 
anda pe aggr at loataal si of the total sugar consumed is “ ‘ = 2 . bn 
candy, ice cream, chewing gum an used by the confectionery industry! of War on Your Candy Supply.” Free 


sodis you have during the day all con- upon request. Address, 


NATIONAL CONFECTIONERS’ ASSOCIATION KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 
224 South Michigan Avenue ¢« Chicago, Illinois 
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|PHOTOGRAPHIC 
| REVIEW OF 
THE WEEK 


INDUSTRY THEME IN ‘42 SERIES 


a .s “x 
we AAS ge Te 
WORK BETTER W.fH DOUBLE-COLA 


tl. = 


as A special 24-sheet poster designed by L. B. Krick, vice-president of Seminole 
ol Flavor Co., to feature the slogan “Work Wins Wars” will be displayed by 
Double-Cola bottlers throughout the U. S. starting July !. Paul Gerding of 
“dl Herbert Bielefeld, Inc., Chicago, produced the finished art and Compton and 
” Sons, St. Louis, is the lithographer. 

be 


on FREE OFFER INCLUDED IN OUTDOOR CAMPAIGN 


PTET ny LEE OE a 


Something rare for soap manufacturers is this use of outdoor boards in Omaha 
sher to advertise a free deal. Haskins Bros. & Co. makes the products. 


_ WAR STAMPS WITH EVERY MEAL AT MEREDITH 


“OE ayis. 
JAM! 


("we amo THE axis 16 1M?" ) 


Richard Ramsell, art staff member of the Meredith Publishing Co., Des Moines, 

conceived this method of serving’ war stamps in the company cafeteria. More 

than 600 employes, 95 per cent of whom invest in bonds weekly, are attracted 

by humorous posters changed daily and are privileged to pick up butter-con- 

tainers which bear 10- and 25-cent war stamps. The amount is added to the 
cost of the meal. 


READY SUMMER DISPLAY FOR SHINOLA 


SHINOLA — 


* AMERICAS FAVORITE SHOE POLISH 
e its Rina sie, iad ls " ed ’ * as ‘ 


New dealer material for the Shoe Polish Division of Hecker Products Corp., 

Indienapolis, is shown in this window display. Shinola white liquid shoe cleaner 

" advertised over a half-hour show on NBC-Red Saturday mornings. The cam- 

Paign also calls for color pages and half pages in Life and will run from May 
through August. 


PRIORITY-PROOF 


«CANADA 


“a i; Bi . rs 


A non-critical product, wood fibre 
plastic, went into this new trademark 
sign manufactured by Multi Products, 
Inc., Chicago, for Black Horse beer. The 
company is counting on unhindered pro- 
duction of similar point-of-sale material, 
since no metals are involved. Christy- 
Powers Advertising handles the account. 


FOR CHARITY 


Among the McGraw-Hill Publishing Co. 
executives, workers and guests who 
turned out for a party April 30—which 
netted $908.30 for the Greater New 
York Fund—were N. O. Wynkoop, pub- 
lisher of American Machinist, Mill Sup- 
plies, Power and Product Engineering, 
and William Buxman, manager of Textile 
World. By substituting showmanship for 
solicitations, the group almost doubled 
its 1941 contribution. 


WOODEN DISPLAY 


Alot 
BUXTON 


Lady [Surton .... $7 sos 


Buxton, Inc., is saving strategic materials 

and keeping point-of-sale display timely 

through the “billfold promoter” pictured 

above. Display is entirely of wood. 

Changeable cards in the top panel call 

attention to various holidays and other 
selling events. 


SERVICEMEN THEME IN NEW DISPLAYS 


AGFA ANSCO a 


This is one of the new display sets offered dealers by Agfa Ansco, division of 

General Aniline & Film Corp., a series of combination units illustrating a diversity 

of picture-taking opportunities. Reversed, the displays reveal a new series of 
pictures, also lithographed in 10 colors. 


Edgar Kobak, executive vice-president of the Blue Network Company, visiting 
the circus at Madison Square Garden, sees a living example of the company's 
current “people aren't like elephants” advertising theme. 


WAR BONDS TO THE FATHER'S DAY WINNERS 


Edwin S. Friendly, general manager, New York Sun, presents $500 worth of war 

bonds to Frederick E. Wakeman, copy chief, and Ralph Jaeger, art director of 

Fuller & Smith & Ross, New York, for the winning campaign in the Sun's fifth 
annual Father's Day advertising competition. 


BIBB ADS MARCH FROM PEACETIME TO ALL-OUT WAR 


LEST WE FORGET 


The transition of copy from an appeal to consumers in the pre-war days to present-day production for Victory is illus- 
trated in these three color ads, placed for Bibb Mfg. Co. by Eastman, Scott & Co. The emphasis is on home needs in the 
copy at the extreme left. Center, cotton's place as a bulwark of national defense is played up. At right, the latest 
Bibb copy tells how the manufacturer has enlisted 10 large mills and 9,000 workers in the Victory drive. "Some day— 
in a world of free men—we will again make things of beauty and utility for American homes and American industry,” the 


company promises. 


It expects to continue advertising even though its entire production is devoted to the war effort and it 


has already stepped up the making of cotton textiles to a million pounds a week above what had been considered the 


Bibb mills total capacity. 
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YES, SIR! |p 
And Especially When It's Ad-Readers air: 
You’re Trying to Catch! Bl 


pr 
R | ani 

EADING The Chicago Daily News is a time They represent /ow-potential circulation for the ad- 
‘ ‘ - Pe : , | 
, honored family custom dating back almost 70 years. vertising carried in their columns, the margin of waste fal 
hie not tan lier 
It is the family custom always to have each day’s copy which advertisers must absorb. sel 
of The Daily News brought to the home—kept in the * * ** | ue 

home—and read in the home. In 1941 The Chicago Daily News published more than 
g y P ( 
That’s why The Chicago Daily News averages three double the total grocery linage of any other Chicago pon 
nS een newspaper—morning, evening or Sunday.* of 
readers per copy. Pap 8 8 y prc 

x xk x Grocery advertisers, whether general or retail, con- 
. . ~ . ; © y ¢ 2 4 > » age ‘ < I 
Obviously the advertiser cannot evaluate all Chicago “ually puta ——— the test week ” and week ine 
newspapers on the basis of triple-reading per copy. out, twelve months in the year. Their experience has - 
In this city of metropolitan size, newspapers are conclusively convinced them that The Daily News is spe 
, ~ . ° ‘ ° : santas - | an¢ 

coming off the presses at practically every hour around Chicago's high-potential advertising medium. 

the clock. And proven to them, over and over again, that for ¢ 
° lab 
‘ And hundreds of thousands of these copies flowing maximum dollar value for the advertiser three readers a 
— hi s are better than one! ‘ay 
from the restless printing machine are single-reader sun 
° abl: 
copies. * Reported by Media Records. Liquor linage omitted. wif 
S 
“= x . poi 
AUDIENCE-PER-COPY=—that’'s what counts! Ne 
Am 
to | 
Lo 
HE HICAGO AILY E 
ren 
The Newspaper of First Importance = 
: A 
In the Important Chicago Market sub 
$ DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO ° NEW YORK OFFICE: 9 Rockefeller Plaza G 


Po * DETROST OFFICE: 7-218 Gaver Motors Building . SAN FRANCISCO OFFICE: Hobart Building “i 
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